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DRAWING  IN  BLACK  AND  WHITE 

As  SOON  AS  I  READ  YOUR  PIECE 

about  the  Association  of  American 
Editorial  Cartoonists  (AAEC) 
jumping  to  Ted  Rail’s  defense  over  Alan 
Keyes’  criticism  [“AAEC  blasts  Keyes 
column,”  March  25,  p.  28],  I  thought  of 
the  1994  incident  in  Sacramento,  Calif., 
where  an  editorial  cartoon  became  the 
object  of  universal  opprobrium  —  and  I 
don’t  recall  the  AAEC  defending  it. 

From  a  column  by  AAEC  member 

V.  Cullum  Rogers  in  , 

1995:  “Ironically  —  or  LET 

perhaps  appropriately  — 

ctu  4.U  YJ&lP  xmlcome 

one  of  the  cartoons  m  the 

controversy  section 

proved  too  controversial  fitaravdpuh 

to  stay  in  the  show.  In  facsimile  to  (t 

early  1994,  after  Nation  arvtasrmil-n 

of  Islam  leader  Louis  Editor  &Publ 

Farrakhan  downplayed  way,Nt 

some  anti-Semitic 
remarks  by  one  of  his  ^5  ’ 

associates  with  the  words, 

‘You  can’t  be  a  racist  by 
talking  -  only  by  acting,’ 

Dennis  Renault  of  The 
Sacramento  [Calif.]  Bee  drew  two  KKK 
[Ku  Klux  Klan]  types  agreeing  with 
Farrakhan’s  statement  —  and  using  what 
everybody  now  calls  ‘the  N-word’  to  do  it. 
In  response  to  a  wave  of  cancellations  and 
protests,  including  an  8-to-l  City  Council 
vote  condemning  the  paper,  the  Bee 
published  apologies  from  its  editorial 
page  editor  and  its  publisher  —  though 
not  from  the  unrepentant  Renault. 

“A  year  later,  when  ‘Worth  a  Thousand 
Words’  was  getting  ready  to  open,  some 
Afiican-American  security  guards  at  the 


LETTERS 

E&P  welcomes  letters.  Send 
them  via  e-mail  to  letters® 
editorandpublisher.com,  via 
facsimile  to  (646)  654-5370, 
or  via  snail-mail  to  “Letters,” 
Editor  &  Publisher,  770 
Broadway,  New  York,  NY 
10003.  Please  include  name, 
title,  organizational  affilia¬ 
tion,  location,  and  e-mail 
address.  Letters  may  be  edited 
for  all  the  usual  reasons. 


Walters  also  complained  about  the 
cartoon,  and  an  editor  at  The  (Baltimore) 
Sun  threatened  to  withdraw  the 
newspaper’s  support  for  the  Walters  if 
it  wasn’t  removed.  ‘Neither  the  Sun  nor 
Baltimore’s  alternative  paper.  City 
\_Paper),  reported  the  agitation  and 
censorship,’  Renault  said  in  a  letter  to  the 
AAEC  Notebook.  ‘Omission  of  the 
Farrakhan/KKK  cartoon  is  worth  only 
one  word:  cowardice.’  Kallagher,  who 
had  chosen  the  cartoon  in  the  first  place, 
protested  the  decision  to  remove  it,  but 

_  was  overruled.  ‘It’s 

E  R  S  indicative  of  the  current 

state  of  affairs,’  he  told 
Ttters.  Send  Editor  £5?  Publisher 

to  ers®  magazine.  ‘Frank  and 

l^cam,via  open  discussion  on 

7  certain  issues,  including 

to  Letters,  race,  is  often  constrained 

^Yor^m  by  hypersensitivity.’” 

’  I  guess  Alan  Keyes 

xhukrmme,  right  -  the  First 

ma  affim-  Amendment  really 

e-TTMl 

*  Renault  was  not  entitled 

reasons.  offensive  language 

to  make  a  point  against 
racism,  then  why  is  Rail  entitled  to  use 
hurtful  language  to  make  a  point 
against  the  widows  of  terrorist  victims? 
More  appropriately,  if  Rail’s  (highly 
questionable)  point  about  terror  victims’ 
widows  is  defensible,  how  much  more  so 
was  Renault’s  legitimate  comparison  of 
black  and  white  racists? 

STUART  CREQUE 

VICE  PRESIDENT 
BUSINESS  DEVELOPMENT 

FindtheDOT  Inc. 

Oakland,  Calif. 


- -  50  YEARS  AGO  - 

NEWSPAPERDOM®  FROM  EDITOR  &  PUBLISHER 


MAY  31,  1952: 

The  Charleston  (W.Va.)  Gazette 
has  declared  its  support  in  the 
general  election  of  U.S.  Sen. 
Harley  M.  Kilgore,  a  Democrat, 
who  is  suing  the  newspaper  for 


$1  million  in  a  libel  case  related 
to  his  renomination  by  the  party. 

Federal  Judge  Herbert  W. 
Christenberry,  in  a  21-page 
opinion,  ruled  May  27  that  the 


unit  rate  for  advertising  in  The 
Times-Picayune  and  the  New 
Orleans  States  violates  Section  1 
of  the  Sherman  Antitrust  Law. 

The  principal  defendant  is  the 
Times-Picayune  Publishing  Co. 
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Merrill  LytKh 

analyst  Lauren 
Rich  Fine  on  Friday 
raised  her  newspaper 
advertising  revenue 
forecasts  for  this  year 
and  next  year  —  as 
well  as  her  earnings 
estimates  for  this  year 
for  many  newspaper 
companies  — 
following  better-than- 
expected  April 
revenue  results. 

Fine  now  estimates 
newspaper  ad  revenue 
to  be  flat  this  year, 
instead  of  down  1.5%, 
and  up  4.5%  to  5% 
next  year,  instead  of 
up  4%. 

-  LUCIA  MOSES 


•  The  Tribune  Co.  this  month  created  a 
national  recruitment  sales  team  for  its  13  news¬ 
papers  and  CareerBuilder,  the  jobs  Web  site  it 
co-owns  with  Knight  Ridder. 

•  North  Jersey  Media  Group  Inc.  last  week 
united  the  recruitment-advertising  sales  for  its  two 
dailies  —  The  Record  in  Hackensack,  N.J.,  and  the 
Herald  News  in  West  Paterson,  N.J.  —  and  29 
community  weeklies  under  a  new  position.  Michelle 
Bize,  formerly  advertising  director  of  The  Olympian 

in  OlvTTipia,  Wash.,  will  focus 
on  combination  ad  sales  of  the 
dailies  and  weeklies,  where 
the  company  sees  the  greatest 
revenue  potential. 

•  The  E.W.  Scripps  Co.’s 
21  dailies  are  hiring  recruit¬ 
ment-only  sales  teams  on  the 
recommendation  of  a  task 
force  appointed  last  fall  to  look 
for  ways  to  recoup  and  grow 
help-wanted  revenue.  “We’re 
really  analyzing  our  local 
markets:  Who  are  the  major 
employers?  Who  are  our  agen¬ 
cies?  What  kind  of 
relationships  do  w'e  have  with 
them?  What  can  we  do  for 
them?”  said  Alan  M.  Horton,  Scripps’  senior  vice 
president  for  newspapers.  “Recruiters  are  some  of 
our  biggest  advertisers.  We  haven’t  handled  them 
the  same  way  we  would  handle  our  biggest  retailers.” 

Driving  the  search  for  expertise  outside  the  news¬ 
paper  industiy  is  a  desire  for  knowledge  of  the  cus¬ 
tomer  many  papers  realize  they  lack,  the  result  of 
years  of  selling  recruitment  ads  from  behind  a  desk. 

“The  challenge  is,  for  many,  many  years,  the 


Battling  the  devastating  help-wanted 
ad  decline,  papers  rally  the  troops 
and  call  in  the  reinforcements 


BY  LUCIA  MOSES 

As  The  Atlanta  Journal-Constitution's 
help-wanted  advertising  started  to  nosedive 
a  year  ago.  Classified  Advertising  Director 
C.  Dean  Welch  surveyed  his 
recruitment  team  with  a  criti¬ 
cal  eye.  As  an  order-taking 
sales  force,  it  had  served  its 
purpose  well.  But  with  fewer 
recruitment  dollars  and  more 
competition  for  them,  taking 
orders  by  the  phone  just 
wasn’t  enough.  “We  could  no 
longer  be  just  customer 
service,  production,”  Welch 
said.  “We  had  to  be  much 
bigger  on  the  category.” 

Bigger  it  got.  By  the  end  of 
the  year,  the  recruitment-ad 
staff  at  Cox  Newspapers  Inc.’s 
flagship  had  swelled  to  63 
from  24,  with  an  emphasis  on 
outside  sales.  Other  Cox  papers  are  now  going 
through  similar  evaluations  of  their  sales  forces. 

With  recruitment  revenue  down  34.5%  industry¬ 
wide  last  year,  newspapers  all  over  the  nation  are 
rethinking  how  they  approach  their  biggest  catego¬ 
ry  of  classified  advertising  —  and  not  just  with  new 
products.  They’re  appointing  recruitment  czars, 
creating  specialized  sales  teams,  and,  in  some  cases, 
going  outside  the  industry  for  talent.  For  example: 


Help  Wanted! 

Newspaper  Recruitment  Advertising  Revenue 

Year  Over  Year  (In  Thousands  of  Dollars) 


2000 


$8,025,976  $8,712,628  $5,704,692 


The  Federal  Trade 
Commission 
(FTC)  and  the  U.S. 
Department  of  Justice 
last  week  abandoned 
their  plan  to  send 
oversight  of  media- 
company  mergers  to 
Justice  from  the  FTC. 
The  proposal  was  part 
of  a  broader  deal 
designed  to  end  inter¬ 
agency  squabbling 


Source:  Newspaper  Association  of  America 
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over  jurisdiction  each 
time  a  merger  is 
proposed. 

Sen.  Ernest  F.  “Fritz” 
Hollings,  D-S.C., 
threatened  to  cut  the 
agencies'  funding.  He 
argued  that  media 
mergers  belong  at  the 
FTC,  where  politically 
appointed  commis¬ 
sioners  would  better 
protect  consumers 
than  Justice’s  antitrust 
lawyers. 

-TODD  SHIELDS 

DETROIT 

DETENTE 

Not  so  long  ago, 
newspapers  and 
the  giant  direct  mailer 
Advo  Inc.  regarded 
each  other  as  mortal 
enemies.  Now,  the 
relationship  is  so  cozy 
—  in  Michigan,  any¬ 
way  —  that  beginning 
next  month,  Windsor, 
Conn.-based  Advo  and 
Detroit  Newspapers, 
the  joint  operating 
agency  of  the  Detroit 
Free  Press  and  The 
Detroit  News,  will 
expand  their  Detroit 
Weekend  Direct 
weekly  advertising 
package  to  an 
additional  600,000 
households  throughout 
Wayne,  Oakland,  and 
Macomb  counties. 

The  partners  said 
the  program  will  reach 
more  than  1.5  million 
households,  or  90%  of 
the  market. 

-  MARK  FITZGERALD 

RIDING  WAVES 
INSALTUNE 

Salt  Lake  City’s 
dailies  prepared 
for  their  next  moves  in 
a  court  dispute  over 

i  r-\  L, 


business  has  come  to  us,”  explained  Cathy  B.  Coffey,  j 
vice  president  of  advertising  for  Cox.  “We  have  not  ! 
gone  to  the  business.” 

That’s  why  the  AJC  put  Jack  Jessen,  a  former  j 
cable-TV,  dot-com,  and  human-resources  execu-  j 
tive,  in  charge  of  its  new  recruitment  team.  I 

The  Commercial  Appeal  in  Memphis,  Tenn.,  j 
meanwhile,  hired  a  human-resources  veteran, 
Tony  Bernados,  two  years  ago  to  lead  a  recharged 
recruitment-sales  effort,  and  the  newspaper  now  is 
looking  for  people  with  industry-specific  experi¬ 
ence  to  be  part  of  a  new  five-member  recruitment  i 


group.  Bernados’  experience  helps  him  understand  j 
the  newspaper’s  customers,  said  John  P.  Wilcox,  i  j 
general  manager  and  executive  vice  president  of  [  j 
Scripps’  Commercial  Appeal.  As  a  bonus,  Bernados  |  j 
previously  worked  in  the  health-care  and  trans-  [ 
portation  fields,  two  of  Memphis’  key  employment  | 
categories.  j  j 

Wilcox  tested  this  approach  when  he  was  pub-  ‘ ' 
lisher  of  the  Ventura  County  (Calif.)  Star  by  hiring 
automobile-industry  veterans  to  help  sell  car  ads  — 
and  the  approach  worked.  “If  we’re  not  careful,”  he 
said,  “we  can  become  almost  incestuous.”  II  ■ 


Something  wicked  this  way  comes 

Papers  pEBparB  for  future  terror 


BY  JOE  STRUPP 

IF  A  HIJACKED  PLANE 

crashed  into  the 
Sears  Tower  in 
Chicago  or  a  bomb  blew 
up  the  U.S.  Capitol  in 
Washington,  Los  Angeles 
Times  Editor  John  S. 
Carroll  would  have  the 
same  problem  in 
covering  the  event 
that  he  had  during 
the  Sept.  11  terrorist 
attacks  on  New  York: 
mainly,  getting 
people  to  the  scene 
and  keeping  in  touch 
with  them. 

“Our  biggest  single 
problem  with  9/11 
was  that  we  had  eight 
people  in  New  York 
and  needed  about 
40,”  Carroll  told  E^P 
last  week.  “Even 
when  we  chartered  a 
jet  from  Los  Angeles,  we 
couldn’t  get  it  out  for 
several  days  because  all 
flights  were  grounded.” 

Eight  months  later, 
however,  as  Vice  Presi¬ 
dent  Dick  Cheney  and 
FBI  Director  Robert 
Mueller  predict  that 
future  terrorist  attacks 
in  the  United  States  are 
inevitable,  editors  at  the 
nation’s  major  news¬ 
papers  have  made  tew 


i  changes,  if  any,  in  their 
preparation  for  covering 
an  event  on  the  scale  of 
Sept.  11. 

Although  most  editors 
outside  New  York  said 
^  that  the  grounding  of 
airplanes  and  a  paucity 
of  other  travel  options 


!  made  it  almost  impossi- 
I  ble  to  get  people  near  the 
World  Trade  Center  and 
Pentagon  sites,  they 
!  admit  they  have  done 
i  little  to  address  some  of 
the  limitations  they 
faced  in  the  past. 

“By  the  nature  of  what 
news  is,  it  is  a  surprise,” 

;  said  Tom  Fiedler,  execu- 
i  tive  editor  of  The  Miami 
Herald,  which  sent  three 
reporters  to  New  York  in 


a  rented  sport  utility 
vehicle  on  Sept.  11.  ‘You 
have  to  just  look  at  all 
the  options  you  have  at 
i  the  time.” 

The  closest  thing  to  a 
I  blueprint  for  disaster 
!  coverage  at  the  Herald  is 
i  a  10-year-old  hurricane 


response  plan,  which 
Fiedler  said  is  usable  for 
almost  any  major  stoiy. 

I  It  includes  $20,000  in  a 
1  bank  account  that  can 
be  withdrawn  at  a 
moment’s  notice. ‘We 
also  have  a  Cuban  plan 
I  [for]  when  Fidel  Castro 
I  either  dies  or  steps 
!  down,”  he  said,  declining 
i  to  offer  specifics. 

But  for  most  papers,  a 
major  terrorist  attack 


would  be  covered  pretty 
much  the  same  way  as  it  | 

was  last  fall.  “We  think 
about  it,  we  worry  about 
it,  but  there  is  no  real 
way  to  have  a  plan,”  said 
Andrew  Rosenthal,  an 
assistant  managing 
editor  at  The  Nero  York 
Times,  which  won 
several  Pulitzer 
Prizes  for  its  Sept.  11 
coverage.  ‘We  were 
well-deployed,  but 
you  can’t  plan  for  it  ! 
more  than  being 
organized.” 

Other  editors 
agreed.  “It  is  in  our 
thinking,  but  [the 
threat]  is  so  broad  | 

now,  it  is  difficult  to  ! 

know  which  way  to  i 

go,”  said  Ed  Foster- 
Simeon,  deputy 
managing  editor  for 
news  at  USA  Today. 

Several  newspaper 
I  chains  showed  their  j 

j  ability  to  coordinate  | 

coverage  following  the  I 
Sept.  11  attacks,  and 
their  representatives  said 
those  events  have 
I  prompted  better 
'  communication,  which 
will  help  them  react 
more  quickly  next  time. 

Gannett  Co.  Inc. 
papers  —  including  The 


Vice  President  Dick  Cheney:  Another  attack  is  “almost  certain.” 
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Indianapolis  Star,  The 
Cincinnati  Enquirer, 
and  The  News  Journal  in 
Wilmington,  Del.  —  sent 
staffers  to  The  Journal 
News  in  White  Plains, 
N.Y.,  following  the  Sept. 
11  attacks  to  help  with 
reporting  and  editing, 
said  Gannett  spokes¬ 
woman  Tara  Connell. 

At  Knight  Ridder,  a 
similar  group  composed 
of  staffers  from  The 
Miami  Herald,  The 
Philadelphia  Inquirer, 
the  Fort  Worth  (Texas) 
Star-Telegram,  and  The 
Kansas  City  (Mo.)  Star 
converged  in  a  New  York 
hotel  room  to  set  up  a 
makeshift  bureau  for 
Sept.  11  coverage. 

The  Herald's  Fiedler 
said  Knight  Ridder’s 
team  approach  contin¬ 
ues  with  a  group  based 
at  the  chain’s  Washing¬ 
ton  bureau,  which  has 
helped  with  coverage  in 
Afghanistan  and  is  ready 
to  jump  if  and  when 
another  attack  on  the 
United  States  occurs. 

Still,  since  most  of  the 
Sept.  11  coverage  among 
newspapers  was  praised 


JUNE 

7-9  SPJ  National  Writers 
Workshop,  Society  of 
Professional  Journalists, 
Crowne  Plaza  Hotel, 
Indianapolis 

20-23  AAEC  Annual  Conven¬ 
tion,  Association  of  American 
Editorial  Cartoonists,  Hotel 
Washington,  Washington 

20- 23  NSNC  Annual 
Conference,  National  Society 
of  Newspaper  Columnists, 
Hilton  Pittsburgh,  Pittsburgh 

21- 22  API  Media 
Convergence  Seminars. 

American  Press  Institute, 
Orange  County  Convention 
Center,  Orlando,  Fla, 
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and  few,  if  any,  mistakes 
were  made,  many  news¬ 
room  leaders  believe 
that  preparations  were 
adequate  and  no  further 
planning  is  needed.  “I’m 
not  sure  we  need  to  do 
anything  structuraUy,” 
said  Martin  Baron,  edi¬ 
tor  of  The  Boston  Globe. 

Among  the  editors 
who  spoke  with  E^P, 
only  Leonard  Downie 
Jr.,  executive  editor  of 
The  Washington  Post, 
acknowledged  making  ^ 
significant  changes 
following  Sept.  11  to 
prepare  for  another  J 

attack.  Because  of  its  1 

proximity  to  the  * 

White  House  and 
other  federal  build-  £ 

ings,  Dowmie  said  the  * 
Post  had  stepped  up 
evacuation  drills  and 
reconfigured  its  three 
printing  sites  to  allow 
any  one  of  them  to  print 
the  entire  paper,  if 
needed.  ‘We  will  be  able 
to  publish  under  any 
circumstance,”  he  told 
Ei^P.  “But  in  terms  of 
being  ready  to  respond 
[with  coverage],  we  are 
as  we  were.”  11 


A  ‘Parade’  of  promos 
to  rev  up  readership 


BY  LUCIA  MOSES 

As  ITS  CARRIER  NEWSPAPERS’  READERSHIP 

goes,  SO  goes  Parade  magazine’s.  According¬ 
ly,  the  Advance  Publications  supplement,  in 
an  effort  to  attract  and  retain  readers,  is  increasingly 
using  TV,  radio,  and  the  Web  to  drive  people  to  its 
335  partners  and,  ultimately,  to  the  magazine  itself. 

In  its  most  recent  initiative,  the  Sunday  supple¬ 
ment  began  its  first  major  TV  campaign  last  month. 

nels  in  select  markets. 
\  y  •  In  March,  Parade 
^  redesigned  its  Web 
^  site  to  give  more 
.V  prominence  to  its 
newspaper  partners. 

de  of  commercials  on  cable  TV  .  .  t  , 

A  visitor  now  has  to 

enter  a  ZIP  code  to  peruse  the  site,  whose  pages  are 
customized  with  the  logo  of  the  nearest  carrier  paper. 

Parade  also  offers  free  audio  nuggets  to  1,500  radio 
stations  in  exchange  for  on-air  mentions  of  the  maga¬ 
zine  and  its  local  carrier  paper.  {Parade  doesn’t  keep 
track  of  how  many  mentions  it  gets,  but  said  800 
stations  have  signed  up  for  the  service  in  its  first  year.) 

In  addition.  Parade  is  seeking  exposure  through 
online  partnerships,  such  as  an  existing  one  with  its 
corporate  cousin  Epicurious  (http;//eat.epicurious 
.com),  a  foodie  Web  site  featuring  Parade  Food 
Editor  Sheila  Lukins’  recipes.  11 


Parade  of  commercials  on  cable  TV 


CALENDAR 


22-25  NAA  Nexpo  2002, 

Newspaper  Association  of 
America,  Orange  County 
Convention  Center, 

Orlando,  Fla. 

26- 30 ISWNE  Annual 
Convention,  International 
Society  of  Weekly  Newspaper 
Editors,  Joplin,  Mo. 

27- 29  NPPA  Annual 
Convention,  National  Press 
Photographers  Association, 
Best  Western  Thunderbird 
Hotel  and  Convention  Center, 
Bloomington,  Minn. 

JULY 

13-16  NAA  Classified, 

Connections,  and  Research 
Conferences.  Newspaper 


Association  of  America, 
Adam’s  Mark  Hotel,  Denver 

AUGUST 

4-9  IRE  Computer- 
Assisted  Reporting  Boot 
Camp,  Investigative 
Reporters  and  Editors, 
Missouri  School  of  Journalism, 
University  of  Missouri, 
Columbia 

SEPTEMBER 

10-13  SNA  Fall  Publishers' 
and  Advertising  Directors’ 
Conference.  Suburban 
Newspapers  of  America. 

Hyatt  Regency  Union  Station, 
St.  Louis 

12-14  SPJ  National 
Convention,  Society  of 


Professional  Journalists, 
Renaissance  Worthington 
Hotel,  Fort  Worth,  Texas 

24-26  ING  2002  Conference. 

International  Newspaper 
Group,  Westin  O’Hare  Hotel, 
Chicago 

OCTOBER 
19-20  IRE  Regional 
Conference.  Investigative 
Reporters  and  Editors, 

The  Coastal  Georgia  Center, 
Savannah,  Ga. 

NOTE:  To  list  events, 
please  send  to  Calendar 
Editor  via  e-mail  at 
calendar@editorand 
publisher.com  or 
fax  at  (646)  654-5370. 


The  Salt  Lake 
Tribune’s  ownership 
while  waiting  for  a 
federal  judge  to  file  a 
ruling  in  the  case. 

In  what  the 
Tribune’s  joint-operat¬ 
ing-agreement  partner, 
The  Deseret  A/ews, 
considered  a  victory, 
the  judge  said  last 
week  the  Tribune’s 
family  managers  could 
exercise  a  option  to 
buy  the  paper  after 
July  31,  but  only  if  the 
News  consented.  (The 
Tribune  has  said  it 
doesn’t  need  the 
News’  consent.) 

-  LUCIA  MOSES 

ELBOWS  FLY 
llTll.y.TO' 

Spiked  newspaper 
columns  through¬ 
out  history  have  found 
a  way  to  readers. 

But  in  the  Internet 
Age,  it’s  even  easier 
for  a  silenced  writer 
to  spread  his 
controversial  word. 

Take  former  New 
York  Post  sports 
columnist  Wallace 
Matthews.  When 
editors  rejected  his 
column  slamming 
Post  gossip  scribe 
Neal  Travis  last 
Tuesday  for  reporting 
a  rumor  about  an 
allegedly  gay  New 
York  Met,  Matthews 
placed  the  scathing 
piece  on  Sports- 
Joumalists.com. 

What  followed  is 
unclear:  Matthews 
claimed  he  quit;  Post 
editors  contended 
he  was  fired  for 
“derogatory  comments 
and  insubordinatfon.” 

Matthews  could  not 
be  reached  for  com¬ 
ment.  -  JOE  STRUPP 


■MAY  27,  2002  EDITOR  &  PUBLISHER 


nairMrill 


MliMWliiHiliiH 


] 


Dirks,  Van  Essen  &  Murray 


CALIFORNIA 
Tally  C.  Liu  to  vice  president  for  internal 
audit  at  San  Jose-based  Knight  Ridder 
from  senior  vice  president  for  finance 
and  operations  at  Knight  Ridder  Digital. 
Liu  will  succeed  Mario  R.  Lopoz,  who  is 
retiring  at  the  end  of  the  year. 


Jerry  Roberts  to  the  newly  created  position 
of  executive  editor  of  the  Santa  Barbara 
News-Press.  He  was  most  recently  manag¬ 
ing  editor  of  the  San  Francisco  Ch  ronicle. 


NEWSPEOPLE©  EDITORANDPUBLISHER.COM 

NEW  YORK 

Lachlan  Murdoch 

Lachlan  Murdoch,  30,  has  been  named 
publisher  of  the  New  York  Post.  Deputy  chief 
operating  officer  of  parent  News  Corp.  (and 
son  of  its  chairman  and  CEO,  Rupert 
Murdoch),  he  succeeds  Ken  Chandler,  who 
will  become  CEO  of  the  Natural  Energy 
a  multimedia  company 


BY  JAMIE  SANTO 


DISTRICT  OF  COLUMBIA 
Sonya  Ross  to  World  Services  supervisor 
for  The  Associated  Press  in  Washington 
from  White  House  reporter  for  AP. 


FLORIDA 

Bob  Bryan  to  managing  editor  of  the 
Pensacola  News  Journal  from  deputy 
managing  editor.  Bryan  succeeds  Michael 
Ryan,  now  a  special-projects  executive  at 
The  Arizona  Republic  in  Phoenix. 


^ '  Jik  Solutions  Corp. 

specializing  in  health-related  information.  “Ken  has  overseen  an 
extraordinary  period  of  growth  at  the  Post,”  Lachlan  Murdoch 
said  in  a  statement.  “He  will  be  sorely  missed.”  —  Joe  Strupp 


Byron  Tanner  to  vice  president  for  shared 
services  for  the  Miami-based  Knight 
Ridder  Shared  Services  Center  from 
partner  at  Andersen  Business  Consulting. 


MINNESOTA 
Lawrence  M.  Riley  to  vice  president  for 
circulation  at  the  Saint  Paul  Pioneer  Press 
from  circulation  director  at  the  Sarasota 
(Fla.)  Herald-Tribune.  Riley  succeeds 

Scott  H.  Frantzen. 


H  The  C)owJ<te>N  Leader  tr 


Thk  Lebanon  Dr  mol  rat 


Johnson  City  Press 


CLARIFICATION 
Craig  A.  Moon,  the  former  president  and 
publisher  of  The  Tennessean  in  Nashville 
recently  named  executive  vice  president 
of  Gannett  Co.  Inc.’s  newspaper  division 
(“NewsPeople,”  April  29,  p.  14),  will  work 
out  of  Gannett’s  headquarters  in  McLean, 
Va.  His  family  will  remain  in  Nashville. 


I  Jones  seiecied  as 
j  city's  new  mayor 


The  Carl  A.  Jones  Family 

has  sold 

Johnson  City  (TN)  Press 

(30,422  daily  and  34,674  Sunday  circulation) 

Lebanon  (TN)  Democrat 

(8,955  daily  circulation) 

Covington  (TN)  Leader 

(7,770  weekly  circulation) 


GEORGIA 

Atlanta  Jour- 
nal-Constitution 
from  managing  editor,  effec¬ 
tive  July  1.  Wallace  will  suc¬ 
ceed  Ron  Martin,  who  will 
remain  senior  editor  of  parent 
Cox  Newspapers  Inc. 


Sandusky  Newspapers,  Inc. 

We  are  pleased  to  have  represented 
the  Jones  Family  in  this  transaction. 
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Frittering  away  a  rare  second  honeymoon,  President  Bush 
is  paying  the  price  for  his  White  House's  reflexive  secrecy 


Though  we  suspect  he  was 
more  tempted  by  the  season 
finale  of  Touched  By  An  Angel, 
we’d  like  to  think  President 
George  W.  Bush  watched  the  HBO  film 
Path  to  War  when  it  ran  a  couple  of 
Saturdays  ago.  He  would  have  seen  a  vision 
as  eerie  for  him  as  any  Della  Reese  could 
reveal:  a  president  enjoying  sky-high 
popularity  following  an  American  tragedy 
who  falls  politically  because  his  aides  and 
his  arrogance  convince  him  he  can  keep 
citizens  in  the  dark  about  affairs  of  state. 

Lyndon  Johnson,  who 
wanted  to  be  remembered 
for  the  Great  Society,  will 
forever  be  associated  with 
another  theme:  the  Credi¬ 
bility  Gap.  It’s  a  tag  that’s 
increasingly  appropriate 
for  this  administration  as 
well.  Amid  the  president’s 
still-high  poll  numbers  are 
indications  that  the 

American  people  are  tiring  of  being  kept 
out  of  the  loop.  In  a  USA  Torfa^/CNN  poll 
the  other  day,  fully  68%  of  respondents 
said  the  administration  was  wrong  to  have 
kept  secret  for  eight  months  the  pre-Sept. 
11  warnings  that  Osama  bin  Laden  was 
planning  to  hijack  American  airliners. 

We’d  like  to  say  we  told  him  so  — 
because  we  did,  repeatedly,  including  in 
the  month  before  Sept.  11  (“Suffering  for 
silence,”  Aug.  13,  p.  11).  We  pointed  out 
the  administration’s  extraordinary  secrecy 
was  sabotaging  his  political  agenda. 

But  we’re  under  no  illusion  that  our 
small  voice  of  warning  makes  the  slightest 
difference.  For  it  becomes  clearer  every 
day  that  this  White  House  did  not  fall 
into  its  secretive  ways,  as  some  have. 


In  Washington, 
information 
surfaces  as  surely 
as  a  bubble  in 
even  the  deepest 
ocean. 


because  of  a  crisis-driven  bunker 
mentality  —  but  rather  as  a  deliberate 
choice  that  informs  its  every  action. 

This  president  who  never  had  a  first 
honeymoon  seems  eager  to  gamble  his 
post-attack  popularity  on  some  dark 
dream  of  an  imperial  presidency. 

Consider,  for  instance,  the  consummate 
arrogance  of  Vice  President  Dick 
Cheney’s  remark  on  a  Sunday  TV  talk 
show  that  congressional  intelligence 
committees  should  not  be  allowed  to  see 
the  Aug.  6  briefing  papers  that  warned  of 
impending  hijackings 
because  they  are  the 
“family  jewels”  of 
government  intelligence. 
Put  aside  the  fact  that  the 
executive  branch  did 
nothing  useful  with  these 
“family  jewels”  before 
the  terrorist  attacks  — 
the  blunt  declaration 
that  this  White  House 
trusts  neither  the  people  nor  its  elected 
representatives  is  damning  and  shameful. 

Two  days  later,  the  White  House  folded 
under  the  political  and  popular  pressure 
and  showed  the  Senate  Judiciary 
Committee  the  Aug.  6  memo.  If  this  White 
House  persists  in  its  secrecy,  it  had  better 
get  used  to  such  flip-flops  —  because,  in 
Washington,  information  surfaces  as  sure¬ 
ly  as  a  bubble  in  even  the  deepest  ocean. 

President  Bush,  who  likes  to  pretend 
he  is  a  student  of  history,  should  put  this 
in  his  crib  sheet:  Americans  grew  furious 
decades  ago  about  a  Credibility  Gap  over 
a  foreign  war  in  a  little  land  far  away. 
They  will  be  all  the  more  aroused  when 
a  president  hides  the  truth  about  attacks 
on  American  soil. 
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Local  newspapers  most  likely  did  not  share  the  celebratory  mood  at  the  grand  opening  of  the  1,000th  Wal-Mart  Supercenter  in  St.  Robert,  Mo. 


BY  MARK  FITZGERALD 


Small-town  papers 
know  all  the  ways 
Wal-Mart  Supercenters 
can  kill  their  best 
retail  advertisers. 

Big-city  papers 
are  about  to  learn. 


Larry  W.  Freels,  publisher  of  the  Kirksville 
(Mo.)  Daily  Express,  has  been  a  newspaperman  for 
40  years,  except  for  one  five-year  period  when  he 
worked  for  a  company  that  newspapers  have  come 
to  fear  and  loathe:  Wal-Mart. 

As  a  store  manager,  Freels  saw  from  the  inside  looking  out  how 
the  arrival  of  a  Wal-Mart  can  cheer  consumers  but  devastate  a 
small  town’s  retail  area  —  and  leave  the  local  paper  scrambling  to 
make  up  lost  advertising  revenue.  “Oh,  God,  yes,  I  was  a  manager 
for  the  store  in  St.  Robert,  Missouri,  and  then  I  opened  a  new 


tljlf  full  4»rJalf^nipp:^We:  fiuti  Cr«%Shi^pjng 
kla., 
opsaed 

;A|ij^  <insdOt' ovviierT|il^T(^4^pt^e^^]ipmf!^y^u1f:erei 


f 


-,1. 


UNLOCK 

NEW 

OPPORTUNITIES 


EDITORerl 

Publisher] 


EDlTORUf 

PUBLISHER 

For  faster  service  call  toll-free 
1-800-722-6658.  Or  subscribe  online 
www.editorandpublisher.com 

□YES!  Please  send  me 

1  year  of  E&F  for  only  $85. 

Name 

Title 

Company 

Address 

City 

State  Zip 

Phone 

Fax 

E-Mail 

□  Save  me  more  money!  Send  me  2  years  for  only  $158! 

□  Bill  me.  _1  Payment  enclosed.  Charge  my;  J  VISA  J  MC  _1AME.\ 

Account  # 

Exp.  Date 

Signature 

J2E4ET 

To  speed  your  order,  please  check  one  box  in  each  category. 


Your  Businesw 

1.  J  Daily  Newspaper 

2.  J  Weekly  Newspaper 
2a.  J  Radio  Station 

2b.  J  TV  Station 
2c.  J  Cable  TV  Network 
2d.  J  On-line  City  Guide 
6  J  Magazine/ 

Other  Publication 
2e.  J  Software  Provider 

3.  J  Corp./lnd./Assn.  Buying 

Advertising  Space 

4.  J  Advertising  Agency 

5.  J  Newspaper  Rep. 

7.  J  Graphic  Arts/Printing 

Service/  Newspaper 
Supplier 

8.  J  News  Service/ 

Feature  Syndicate 

9.  J  Publicity  and 

Public  Relations 


10.  J  Library'Federal/ 

State  and  Local 

11.  J  Education; 

Students/Teachers 
Other(/Vease  specify) 


Your  Occupation 

A.  J  Publisher 

B.  J  President 

C.  J  V  President 

D.  J  Editor 
Dl.  J  Producer 
D2.  J  Station  Mgr. 

D3.  J  News  Dir. 

D4.  J  Dir.  New  Media 
D5.  J  Content  Dir. 

D6.  J  Webmaster 

E.  J  General  Mgr. 

F.  J  Business  Mgr. 

G.  J  Controller 

H.  J  Advertising  Mgr. 


I.  J  Sales  Mgr. 

J.  J  Class  Mgr. 

K.  J  Research  Mgr 

L.  J  Promo  .Mgr 
M  J  PR  Mgr 

().  J  Prod  Mgr. 

P.  J  Composing  Mgr. 

Q  J  Circulation  Mgr. 

R.  -J  Editorial  Dept. 

S.  J  Advertising  Dept. 

T  -I  ('Irculation  Dept. 

V.  J  Pnxluction  Dept 

W.  J  Promotion  Dept 

X.  -I  Freelance  .Artist  Writer 
Y  J  Newspaper 

Dealer  Distributor 
Z.  J  Retired 
AA,  J  MIS  Mgr 
BB.  -I  Prepass  Mgr 
CC  J  MaiIriM)m  Mgr. 
(>ther(/^<’o.’5e  spectk  ) 


District  of  Columbia  residents  please  add  applicable  sales  tax.  Canada  residents  please  add  (iST.  Your 
subscription  is  tax  deductible.  Canada  $149  (surfacemail)  International  $329  (airmail) 


EDITORt^ 

PUBLISHER 

□  YES!  Please  send  me  1  year  of  E&P  for  only  $85 


For  faster  service  call  toll-free 
1-800-722-6658.  Or  subscribe  online 
www.editorandpublisher.coin 


Name 

Title 

Company 

Address 

City 

State 

Zip 

Phone 

Fax 

J  Save  me  more  money!  Send  me  2  years  for  only  $158! 

J  Bill  me.  J  Payment  enclosed.  Charge  my:  J  VISA  J  MC  JAME.X 


Here’s  the  key  to  uncovering  new  opportunities  in  your 
industry:  Don’t  miss  an  issue  of  Editor  &  Publisher. 
With  late-breaking  news  and  hard-hitting  reporting, 
it’s  the  only  publication  that  gives  you  top-to-bottom 
coverage  from  an  editorial,  financial,  legal,  marketing 
and  technology  perspective.  Get  the  information  that 
can  put  you  at  the  top  of  your  game  —  start  your 
subscription  today! 


Account  #  Exp.  Date 


Signature 

J2E4EB 

To  .speed  your  order,  please  check  one 

box  in  each  category. 

Your  Businentt 

10  J  Library/Federal/ 

1 

J  Sales  Mgr 

1.  J  Daily  Newspaper 

State  and  Lxxral 

J. 

J  Class  Mgr. 

2.  J  Weekly  Newspaper 

11.  J  Education; 

K. 

J  Research  Mgr. 

2a.  J  Radio  Station 

Students/Teachers 

L. 

J  Promo  Mgr. 

2b.  J  TV  Station 

Other(/Yeose  specify) 

M 

J  PR  Mgr 

2c.  J  Cable  TV  Network 

_  () 

J  PrfKf  Mgr. 

2d.  J  On-line  City  Guide 

P 

J  Composing  .Mgr. 

6.  J  Magazine/ 

Your  Occupation 

Q 

J  Circulation  Mgr. 

Other  Publication 

A.  J  Publisher 

R. 

-J  Editorial  Dept. 

2e.  J  Software  Provider 

B.  J  President 

S. 

J  .Advertising  Dept 

3.  J  Corp./Ind./Assn.  Buying 

C.  J  V  President 

T 

J  Circulation  Dept 

Advertising  Space 

D.  J  Editor 

V. 

J  Production  Dept 

4.  J  .Advertising  Agency 

Dl.  J  Producer 

W. 

J  Promotion  Dept 

5.  J  Newspaper  Rep. 

D2.  J  Station  Mgr. 

X 

J  Freelance  Artist  Writer 

7.  J  Graphic  Arts/Printing 

D3.  J  News  Dir. 

Y. 

J  Newspaper 

Service/Newspaper 

D4.  J  Dir.  New  Media 

Dealer Distributor 

Supplier 

D5.  J  Content  Dir. 

Z. 

J  Retired 

8.  -1  News  Service/ 

D6.  J  Webmaster 

.\A. 

J  MIS  Mgr 

1  Feature  Syndicate 

E.  J  General  Mgr. 

BB 

J  Prepass  Mgr. 

9.  J  Publicity  and 

F.  J  Business  Mgr. 
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store  in  Fairfield,  Iowa.  We  hurt  that 
town,  too,”  he  says. 

When  Freels  started  with  Wal-Mart 
Stores  Inc.  in  1986,  his  store  was  buying  a 
few  newspaper  inserts.  Soon,  though, 
new  marching  orders  came  down  from 
corporate  headquarters  in  Bentonville, 
Ark.  “As  far  as  advertising  in  the  paper,” 
Freels  says,  “you  can’t,  you’d  better  not. 
First  they  said,  “You  can’t  advertise  vnth- 
out  your  district  manager’s  permission.’ 
Then  they  said,  “You  can’t  do  it,  period.’” 

Tired  of  long  workweeks 
—  and  having  to  move  his  i 

family  three  times  in  three  1 

years  —  Freels  quit  Wal- 
Mart  in  1991  to  run  the  | 

Kirksville  Daily  Express,  a  I 

5,393-circulation  evening  Mk  H 

paper  now  owned  by  North- 

brook,  Ill.-based  Liberty  k 

Group  Publishing.  Two  or 

three  years  ago,  Wal-Mart 

replaced  its  old  store  in 

Kirksville,  a  town  of  17,500  H 

in  rural  northern  Missouri, 

with  a  Supercenter  open  24 

hours.  How  much  advertis- 

ing  does  it  do  in  the  paper?  - 

“N-o-o-o-o-o-o-ne,”  Freels  says, 
drawing  out  the  word  emphatically. 

But  that  isn’t  all  that’s  happened  since 
Wal-Mart  parked  its  big  box  out  by  State 
Highway  63.  The  store  has  killed  some 
important  newspaper  advertisers.  “When 
I  came  here  11  years  ago,  we  had  five 
good-size  grocery  stores.  Now  we  have 
Hy-Vee  —  and  Wal-Mart,”  Freels  says.  A 
Kmart,  a  fabric  store,  a  lawn-and-garden 
center,  a  stationery  store,  four  clothing 
stores  —  all  have  gone  out  of  business 
since  Wal-Mart’s  arrival. 


University  economist  Kenneth  E.  Stone 
studied  the  effect  Wal-Mart  stores  had  on 
small  towns  in  Iowa  between  1983  and 
1993,  he  estimated  Wal-Mart  sent  7,300 
businesses  packing.  Among  them  were 
555  grocery  stores  or  supermarkets,  293 
building-supply  stores,  and  264  men’s  or 
women’s  apparel  stores. 

That  devastation  was  wreaked  mostly 
by  the  old  Wal-Mart,  whose  stores  were 
basically  bigger  Kmarts  with  more 
downscale  merchandise.  The  new 


bigger  markets.  Just  two  weeks  ago,  Wal- 
Mart  announced  it  was  moving  its  Super¬ 
centers  into  California  for  the  first  time. 

Everything  is  accelerating  with  Wal- 
Mart.  While  the  company  took  34  years  to 
reach  $100  billion  in  sales  in  1996,  it  dou¬ 
bled  that  in  less  than  five  years.  With  rev¬ 
enue  last  year  of  $218  billion,  Wal-Mart  is 
bigger  than  the  economy  of  Switzerland 
(with  its  gross  domestic  product  of  $197 
billion).  Wal-Mart’s  worldwide  expansion 
is  so  aggressive  that  some  state-owned 
retail  businesses  in  China, 
fearing  the  chain’s  first 
toehold  in  Beijing,  flew  in 
Iowa  State’s  Stone  to  talk  to 
them  about  competing  with 
g  the  Bentonville  giant. 

0  Just  like  the  Wal-Mart  of 

j  '  old,  the  Supercenter  genera- 

tion  almost  never  advertises 
^  in  newspapers.  From  Wal- 


S upercenters,  superthrea  ts 

Newspapers  these  days  worry  about  a 
lot  of  things,  from  declining  circulation  to 
newsroom-diversity  woes  to  online  aggre¬ 
gators  trying  to  steal  the  classified-ad 
franchise.  But  one  of  the  biggest  threats 
to  newspapers  may  very  well  be  the  new 
generation  of  Supercenters  that  Wal- 
Mart  is  planting  in  ever-closer  proximity 
to  each  other  all  across  the  country. 

Wal-Mart,  of  course,  has  been  a 
retailing  juggernaut  —  and  famous 
shunner  of  newspaper  advertising  — 
going  all  the  way  back  to  1962  when  Sam 
Walton  and  his  brother.  Bud,  opened 
their  first  store  in  Rogers,  Ark.  Built  on 
cheap  land  in  rural  markets,  the  first 
Wal-Marts  set  a  pattern  as  slash-and- 
bum  competitors.  When  Iowa  State 


Bagging  groceries 

For  newspapers,  the  real  killer  in 
Wal-Mart  Supercenters  are  the  huge 
supermarkets  that  come  attached  to 
them,  say  newspaper  executives  who 
have  the  stores  in  their  markets. 

“In  just  about  every  case,  they  put  one 
or  two  grocery  stores  out  of  business,” 
says  Scott  Champion,  executive  vice 
president  of  operations  for  Liberty  Group 
Publishing.  And  the  grocers  going  out  of 
business  aren’t  just  the  Mom-and-Pop 
operations  anymore.  As  Champion 
recounts  the  experiences  of  the  small- 
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Flowering  along  the  Sun  Belt  —  and  just  about  everywhere  else  —  Wal-Mart’s  Supercenters,  like  this  one  in  Southport,  N.C.,  now  are  1,100-strong. 


town,  small-circulation  papers  that  make 
up  the  bulk  of  Liberty’s  350  properties, 
the  names  of  grocery  advertisers  chased 
away  by  Wal-Mart  resembles  a  “Who’s 
Who”  of  Midwestern  supermarkets: 
Supervalu  Inc.,  Econo  Food,  Farmers  IGA 

—  and  even  the  Kroger  Co.,  the  nation’s 
No.  2  grocery  chain  behind  Wal-Mart. 

“These  are  $20,000  to  $60,000 
accounts,”  Champion  notes.  “How  do 
you  make  that  up?  It’s  impossible.” 

With  $56  billion  in  grocery  sales,  Wal- 
Mart  is  now  by  far  the  No.  1  supermarket 

—  feared  so  much  by  competitors  that  the 
mere  announcement  of  its  imminent 
arrival  in  a  market  is  enough  , 
to  send  some  chains  packing. 

That’s  what  happening  in 
Vinita,  Okla.,  where  Wal-Mart 
recently  announced  it  was 
replacing  its  old  store  with  a 
brand-new  Supercenter.  A 
regional  chain  immediately 
consolidated  its  three  grocery 
stores  —  and,  of  course,  cut  its 
insert  buys  at  The  Vinita 
Daily  Journal,  a  4,062- 
circulation  evening  paper.  An 
upscale  dress  shop  that  was  a 
good  advertiser  is  taking  an 
even  more  drastic  step.  “They 
are  going  out  of  business. 

They  said  they  just  won’t  be  course, 

able  to  compete  with  the  Norman 

Supercenter,”  says  Danny  Walker,  editor 
of  the  Daily  JoumaVs  sibling  weekly.  The 
Nowata  Star. 

A  super  new  strategy 

Tom  Sanders  saw  the  future  of  Super¬ 
centers  back  in  1997  when  he  was  adver¬ 
tising  director  of  The  Joplin  (Mo.)  Globe. 
The  paper  was  already  struggling  with 
the  impact  of  two  Supercenters  when 
Wal-Mart  suddenly  opened  three  more. 

“Now,  nobody  from  Wal-Mart  gives 
you  a  call  and  says,  ‘Tom,  this  is  what 


we’re  planning.’  The  word  I  got  was  to 
see  just  how  much  pressure  they  could 
put  on  a  market  of  50,000,  that  on 
weekends  was  as  big  as  100,000 
[people].  What  they  found  is  they  could 
impact  every  single  location  —  and  [store 
revenue]  came  directly  out  of  the  hide  of 
its  competitors,”  says  Sanders,  who  is  now 
advertising  director  for  the  Wisconsin 
Newspaper  Association. 

Many  good  newspaper  advertisers  died 
in  this  Wal-Mart  experiment,  Sanders 
says.  A  regional  supermarket  chain  with 
about  a  dozen  stores  closed  its  doors. 
Another  chain  was  bought  by  Albertsons 


Wal-Mart  doesn’t  always  have  Mass,  appeal:  “Sprawibuster” 
leads  a  1993  rally  protesting  a  proposed  store  in  Greenfield. 

1  Inc.  When  Wal-Mart  experimented  1  local  ri 

I  with  adding  a  full-service  pharmacy  and  |  in  the 
i  convenience  store  —  the  way  Jewel  i  the  to\ 

supermarkets  have  partnered  with  Osco  miles  i 
drugstores  in  the  Midwest  —  local  Tho 

I  competitors  quickly  shuttered  their  j  hoppii 

I  businesses.  “Most  of  the  retailers  on  Main  j  andab 
i  Street  in  downtown  Joplin  closed.  Joplin  j  Walke 
j  just  got  bowled  over,”  Sanders  says.  j  it.  He  ] 

j  Wal-Mart  is  now  replicating  that  test  chain : 
all  over  the  nation,  says  Al  Norman,  a  |  —  are 
PR  executive  whose  successful  fight  to  j  Yet  th( 
keep  Wal-Mart  out  of  his  hometown  of  hurtin 


Greenfield,  Mass.,  has  led  to  a  second 
[  career  as  an  anti-Wal-Mart  organizer 
nationally.  Says  Norman:  “Wal-Mart 
deliberately  saturates  the  area  so  they 
will  have  more  market  share,  and  will 
discourage  other  companies  from  coming 
in.  Wal-Mart  has  said  that,  in  many  areas, 
j  ‘We  are  our  own  competition.’” 

What  Norman,  who  calls  his  campaign 
I  “Sprawlbusters,”  does  not  understand  is 
j  why  some  local  newspapers  continue  to 
I  editorialize  in  favor  of  bringing 
Wal-Mart  into  their  communities.  “Some 
newspapers,  their  attitude  seems  to  be 
1  that  any  new  building  equals  progress,” 

he  says.  ‘They  don’t  have  a  clue 
about  what  I  call  ‘Wal-Math’  — 
that  most  of  the  merchants 
who  support  newspapers  will 
be  destroyed  by  Wal-Mart. ... 
The  only  column-inches  I’ve 
ever  seen  [Wal-Mart  run]  is 
when  they’re  announcing  the 
opening  of  a  store.  After  that, 
it’s  direct  mail.” 

The  Nowata  Star  has  to 
plead  guilty  to  that.  Editor 
Walker  says.  “The  paper  was  a 
booster,  and  being  so  close  to 
Bentonville,  Wal-Mart  enjoys  a 
fair  amount  of  good  publicity 
around  here,”  he  says.  The 
vibuster”  relationship  soured  when 

reenfield.  Wal-Mart  not  only  hurt 

1  local  retailers  and  refused  to  advertise 
I  in  the  local  weekly  —  it  then  abandoned 
I  the  town  to  build  a  Supercenter  30 
miles  away. 

Though  Nowata’s  town  fathers  are 
j  hopping  mad  at  Wal-Mart  for  seducing 
j  and  abandoning  them.  Star  Editor 
j  Walker  says  some  good  may  come  of 
j  it.  He  notes  that  several  small  discount 
chain  stores  —  advertisers  this  time 
I  —  are  now  returning  to  the  market, 
j  Yet  the  paper  and  the  town  are  still 
hurting  {continued  on  page  17} 
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NEWSPAPER  BROKERS 

EQUIPMENT  FOR  SALE 

ABSOLUTELY  the  finest  in  crosswords 
PUZZLE  FEATURES  SYNDICATE 

Call  (800)  2924308/(909)  927-0164 
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_ EDUCATION _ 

WORLD  JOURNALISM  INSTITUTE 

Are  you  interested  in  being  a  Christian  jour¬ 
nalist?  The  World  Journalism  Institute  has  a 
number  of  journalism  courses  scheduled 
throughout  the  year  in  New  York  City,  Wash¬ 
ington,  DC,  Los  Angeles  and  Asheville,  NC. 
Academic  credit  is  available.  Check  us  out  at 
www.worldji.com  We  may  be  right  for  you. 

NEWSPAPER  APPRAISERS 

#1NEWSPAPER  APPRAISER  -  Est.  1959 

Free  Initial  Valuation... go  to 

www.mediaiTiergers.com 

W.B.  Grimes  &  Co.,  (301)  253-5016 


America’s  Leading  Brokers  -  Est.  1959 
W.B.  GRIMES  &  COMPANY 
24212  Muscari  Court 
Gaithersburg,  MD  20882 
Larry  Grimes-Pres.  (301)  253-5016 
Wren  Barnett,  South  (828)  749-6397 
Scott  McGraw,  Midwest 
(517)  369-3066 
Stephen  Klinger,  Southwest 
(505)  524-0122 
John  Szefc,  Northeast 
(845)  291-7367 
Ron  Mix,  West  (209)  634-7202 
www.mediamergers.com 

GAUGER  MEDIA  SERVICE,  INC. 

Appraisals,  Mergers,  Acquisitions 
David  E.  Gauger 

P.O.  Box  627,  Raymond,  WA  98577 
(360)  942-3560,  Fax  (360)  942-9896 


APPRAISALS/BROKERAGE 
Call  Dick  Briggs  (864)  457-3846 
RICHARD  BRIGGS  &  ASSOCIATES 
Box  579,  Landrum,  SC  29356 

NEWSPAPER  BROKERS 

I.eader  in  Sale 
of  Community  K- ^ 
Newspapers  ] 

Check  our  references 
(214)  265-93<M) 

Kickenbaclier  IVIeciia 

6731  Dcsco  Dr..  Dal  la 
673  1  Dcsco  Dr..  Dallas.  TX  75225 
w\v\v.rickenbachermedia.ci>m 

DORMAN  E.  CORDELL 

Specialty  Enterprises,  Inc. 

13240  Peyton  Drive,  Dallas,  TX  75240 
(972)  9600096,  Fax,  (972)  774-1188 
email:  dcordell@swbell.net 

NEWSPAPER  APPRAISERS 


GREGG  KNOWLES 
Knowles  Media  Brokerage  Services 
Nationwide  Sales,  Acquisitions,  Mergers 
(661)  833-3834,  Fax  (661)  833-3845 
www.media-broker.com 

MEDIA  AMERICA  BROKERS 

The  Pinnacle,  Suite  500 
3455  Peachtree  Road,  NE 
Atlanta,  GA  30326-3236 
(404)  995-7088  Fax  (404)  995-7089 

Lon  W.  Williams 

MICHAEL  0.  LINDSEY 

www.publicationsforsale.com 
(307)  772-0003,  Fax  (307)  772-0004 

NATIONAL  MEDIA  ASSOCIATES 
EDWARD  ANDERSON 

Specializing  in  Weekly  and  Daily 
Community  Newspaper  Transactions 
P.O.  Box  2001 
Branson,  MO  65615 
(417)  336-3457 
email:  Brokeredl@aol.com 

NEWSPAPER  APPRAISERS 


Producing  Top  Values 
For  Publishers  Since  1923 

Over  the  years  we've  pniduced  top  values  for  publishinj;  companies,  in 
thousands  of  transactions  thmugnout  the  country.  VVe  have  built  this 
axcord  on  hard  work,  experience  and  trust,  and  we  welcome  your  call 
to  confidentially  discuss  what  we  can  do  for  you  and  your  company. 

John  Cribh  •  Jim  Hicks  ^  I 

Tom  Karavakis  •  Ciary  Greene  JL  mi.  MJf  JLi 

&  ASSOCIATES 

Publication  Brokerage  &  Appraisal 

(406)  586-6621 

^ Bozeman.  Montana 


crfbty,  com 

Topics.  Morof 


THOMAS  C.  BOLITHO 
BOLITHO  MEDIA  SERVICE 
“A  tradition  of  service  to 
community  newspapers’ 

(580)  421-9600 

P.O.  Box  1985,  Ada,  OK  74821 
www.bolitho.com 

NEWSPAPERS  FOR  SALE 

COLORADO  WEEKLY  1,300  paid  circulation 
in  Cedaredge.  Only  12  inches  of  snow 
a  year.  Near  Grand  Mesa.  Ideal  for 
Christian.  Write  to:  Box  489,  Cedaredge, 
CO  81413  or  Call  (970)  856-9616  (do  not 
call  newspaper),  owner  has  2  newspapers 
and  wants  to  reduce  work  load.  $100,000 
with  some  financing  possible. 

For  a  list  of  Properties,  for  sale  go  to 
www.mediamergers.com 
W.B.  Grimes  &  Co.-  Est.  1959 


FOR  SALE  •  Monthly  senior  paper  estab¬ 
lished  14  years.  High  growth  SE  Florida 
area.  Easy  mom  &  pop  operation. 
$155,000.  (772)  465-1865. 

GREAT  LOCATION,  HIGH  PROFIT 

Colorado  weekly  specialty  publication,  in 
prime  summer  and  winter  resort.  Three 
years  old,  profitable  from  first  issue.  $243K 
gross  in  2001,  on  track  for  more  in  2002. 
$300K  price  is  five  times  net  profit. 
Dorman  L  Cordell.  Specialty  Enterprises, 
13240  Peyton  Drive,  Dallas,  TX  75240, 
(972)  960-0096,  fax  (972)  774-1188, 
email  dcordell@swbell.net 

ILLINOIS  WEEKLY  GROUP,  $500K 
gross,  also  Texas  weeklies.  Free  list, 
(512)  476-3950,  Bill  Berger,  ATN,  Inc. 
1801  Exposition,  Austin,  TX  78703 

LISTINGS  OF  THE  WEEK; 

County  Seat  Weeklies  and  Dailies 
in  Arkansas,  Kansas.  Missouri  and  Nebraska) 
For  more  information  on  these  properties,  or 
for  a  FREE  listings  newsletter  call  or  write: 

NATIONAL  MEDIA  ASSOCIATES 
EDWARD  ANDERSON,  BROKER 
P.O.  Box  2001-112  W.  College 
Branson,  MO  65615 
(417)  336-3457 

MONTHLY  BUSINESS-TO-BUSINESS 

Tabloid  26  years.  Unlimited  Potential 
(215)  629-1666  Fax:  (215)  923-8358 

PUBLICATIONS  FOR  SALE 

ANNUAL  ANTIQUE  SHOP  DIRECTORY, 

covers  North  and  South  Carolina,  Georgia 
and  Florida,  6  years  old.  Great  opportunity 
for  couple  with  graphics  skills,  weekly, 
small  daily,  or  aggressive  young  retiree 
with  sales  background.  Illness  forces  sale. 
The  Sunbelt  Antiques  Shop  Guide 
Call:  (800)  841-7864  or 
(803)  359-6337  after  7  pm 
P.O.  Box  519  Lexington,  SC  29071 


FOR  SALE;  Goss  Community  stacked 
1974  5/u  w/SC  folder,  $60,000;  2  1978 
Harris  V15A  units  $8,000  ea;  6/u  stacked 
News  King  w/running  circ  register  on 
all  units,  w/KJ6  60  HP  upper  former, 
$58,000  guaranteed;  Goss  Community 
SC  folder  w  1/2  1/4  &  dble  parallel 
W/50HP  drive,  best  offer;  8/u  1986  Ur¬ 
banite;  Call  John  Newman  (913)  648-2000. 


WEB  PRESSES  &  AUXILIARIES 

www.graphicmachinesales.com 
(815)  648461 1  or  fax  (815)  648-2856 

_ MAILROOM _ 

BUY/SELL/ALL  MAILROOM  EQUIPMENT 

Muller  Marbni/Rima/Quipp 
Harris/Heidelberg/Hall 
Stitcher/Trimmers  &  Inserters 
Joe  Scott  &  Associates,  Inc. 

(256)  997-9355  Fax  (256)  997-9656 


NEWSTEC,  INC 

Specializing  in  SLS/^uller  Martini 
and  Heidelberg  Inserting  Systems 

•  Spare  Parts  •  Training  •  Installabon 

'  Mailroom  •  Systems  •  Inserter  Controls 

•  Buy/Sell  Used  Mailroom  Equipment 
Terry  Connors,  Director  of  Sales 

Phone:  (508)  850-7945 
Fax:  (508)  850-7951 
www.newstec.com 


•  GOSS  Urbanite  KXX)  series  6  units,  3/c 

•  GOSS  Urbanite  800  series  4  units,  3/c 

•  GOSS  Urbanite  12  unit  pressline,  2  folders 

•  NCH  400  12  units,  21"  x36'  2  JF  40  folders 

•  NCH  400  10  units,  22  3/4  x36”  2  JF  40  fokters 

•  GOSS  Cl 50  and  4  highs,  21.5'  cutoff 

•  GOSS  SC  folders,  22  3/4  cutoff 

•  Enkel  splicers 

•  GOSS  SSC  combo  folder,  21.5”  cutoff 

•  Martin  splicer 

•  Baldwin  105  count-o-veyor 

•  GOSS  Suburban  9  units  1500  series  folder 

•  GOSS  1 5CW  series  units,  22  3/4 

•  GOSS  Magnum  4  highs,  21”  cutoff 
•2-RBC21  half  folders 

•  2-Butler  6(X)0  splicers 

Webeq  lirtemational.  Inc. 
email:  presssales@aol.com 
(847)  459-9700;  Fax:  (847)  459-9707 


PRESSES 

-  Goss  3:2  Folders  23  9/10’,  22  3/4’, 
22’,  21  1/2’,  21’ 

’  New  or  Rebuild  Goss  R.T.P.  42'  +  45’ 
•  Goss  Y  columns  all  sizes 

•  Goss  Metro  Units 

•  Goss  Metro  Half  desks 

•  (Joss  Cosmo  Units 

•  Metro  13  sized  colored  deck 
Northeast  Industries,  Inc. 

Tel:  (800)  821-6257 
Fax:  (323)  256-7607 
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-EQUIPMENTS  SUPPLIES- 


PRESSES 


22”  METROLINER  22” 
PRESSES  AVAILABLE 

•  22"  cut-off  manufactured  1986-88 

•  3:2  144  page  imperial  folders 
(double&single) 

•  45"  GOSS  digital  autopasters  modern 
angle  bar  assemblies 
Equipment  in  excellent  condition 

For  further  confidential  information 
please  apply  to: 

Box  2750 

Editor  &  Publisher  Classified 
770  Broadway,  7th  Floor 

New  York,  NY  10003 


SELLING,  REBUILDING, 
CUSTOMIZING  and  INSTALLING 
newspaper  presses  since  1910 

INLAND  NEWSPAPER 
MACHINERY  CORPORATION 

For  a  complete  list  of  presses 

(913)  492-9050  or  (913)  492-6217 

www.inlandnews.com 


-INDUSTRY  SERVICES- 


ADVERTISING  SERVICES 


BEST  ADVERTISING  VALUES 

Publishing  Newspaper  Classifieds  since  1983. 
Reach  millions  affordably!  Call  Now 
FREE  Media  Guide. 

NATIONAL  AD  PLACEMENT  SERVICE 
1-888-215-2790 


CIRCULATION  SERVICES 


40  YEARS  NEWSPAPER 
EXPERIENCE 


Metro  News  Service,  Inc. 
Nationwide  TELEMARKETING 
Cutting-Edge  Technology 
Horace  Southward/Eric  Southward 
(800)  950-8475 
www.metro-news.com 


MARKETING  PLUS  INC. 

Telemarketing  specialists  in  circulation 
development.  Custom  programs  for  any 
size  publication.  State  of  the  art 
predictive  dialer.  We  have  many  years  of 
experience  delivering  Quality  plus 
Quantity  sales!  Phone:  (732)  738-5100 
FAX:  (732)  738-5115 
E-mail:  mpi@marketingplusinc.com 
www.marketingplusinc.com 
Member  of  the  USA  Chambers  of  Commerce 

P^  STARTS 

PROFESSIONALTELEMARKETING  SERVICES 
FOR  BUILDING  CIRCULATION 
TOM  ZGONC  (800)  776^397 

WWW.PROSTARTS.COM 


COMPUTER  SOFTWARE 


COMPUTER  SYSTEMS  FOR  PUBLISHERS 

SM4  for  Contact  Management,  Print  or 
Web  Ad  Sales.  Production,  Billing,  Invoicing 
and  Accounting. 

•  SUB4  for  Subscription  Fulfillment. 

•  CATS  for  Competitive  Advertising. 

•  Custom  programming  available. 

Take  a  test  drivel!  See  it  at: 

www.publishing.abelson.com 
or  Call  Susan  or  Glenn  at  (516)  596-9610 


-INDUSTRY  SERVICES- 


COMPUTER  SOFTWARE 


SOFTWARE  for  AR,  classifieds 
scheduling  &  circulation.  Fake  Brains 

(303)  791-3301  www.fakebrains.com 


INTERNET  SERVICES 


ARE  YOUR  WEBSITE’S  costs  out  of  line 
with  its  revenues?  Profitable  turnkey  web 
sites  for  newspapers.  877/462-6397 
www.our-hometown.com 


PRESSROOM  SERVICES 


PRESSROOM  CLEANING  PROBLEMS?  | 

Dirty  presses,  ceilings,  walls,  beams?  Unsafe  j 

floors,  catwalks  and  ladderways?  Dirty  j 

handling  systems,  duct  work? 

Daily  Service  Contracts  ; 

One  Time  Service 
ALL  WORK  DONE  TO  YOUR 
COMPLETE  SATISFACTION 
40  Years  experience! 

PRESSROOM  CLEANERS 
CALL  TOLL  FREE  (800)  657-21 10 


-HELP  WANTED- 


ACADEMIC 


JOURNALISM  ASSISTANT  PROFESSOR 
\  Tenure  track  position  in  an  academic  de¬ 
partment  that  emphasizes  writing  skills  nec- 
:  essary  for  public  communication.  Teach 
courses  in  news  writing,  photography, 
photo  production  laboratory,  and  other  , 
communication  fields.  Depending  on  sue-  | 
i  cessful  candidate’s  background  and  inter-  ! 
I  ests,  duties  may  include  development  of  ^ 
j  new  academic  programs.  Teaching  assign-  : 
;  ments  may  be  in  a  distance  learning  envi- 
1  ronment  and  may  include  nights,  weekends, 
the  Norwich  campus  and  other  offsite  loca- 
1  tions.  Additional  responsibilities  include  col¬ 
lege/university  service,  academic  advise¬ 
ment,  curriculum  development,  and  student  : 
recruitment.  Master’s  degree  in  journalism,  ; 
public  communications,  or  a  related  field  is  j 
required.  Successful  candidate  will  demon-  i 
I  strate  flexibility  and  creativity  in  teaching  i 
I  and  be  committed  to  a  high  level  of  student 
;  service.  Experience  in  media  and  with  digital 
I  photography  and  related  software  and 
college  teaching  experience  preferred.  Salary  ; 
commensurate  with  education  and  expe-  j 
!  rience.  Letter  of  application  and  resume  to  | 
Human  Resources  Office,  SUNY  College  of  ' 
Agriculture  and  Technology,  Morrisville,  NY  j 
13408.  Application  review  will  begin  June  j 
I  17,  2002  and  continue  until  position  is  ! 
I  filled.  An  EEO/AA  employer.  | 


ADMINISTRATIVE 


1  AD/MARKETING  DIRECTOR  needed  for  2  j 
I  family  owned  weeklies.  We  are  a  suburb  of  i 
Vegas  and  offer  competitive  j 
wages/benefits  and  opportunity  for  ad¬ 
vancement.  Ideal  candidate  must  be  able  ! 
to  budget  &  motivate  both  display  and  clas¬ 
sified  staff.  Send  complete  resume  to: 
HBC,  P.O.  Box  90430,  Henderson,  NV 
89014. 


-HELP  WANTED- 


ADMINISTRATIVE 


INCREDIBLE  ADVENTURE  for  entrepreneurs 
looking  for  fantastic  career  opportunity. 
Bigfoot  Media,  publisher  of  the  award-winning 
Berkeley  Daily  Planet  &  San  Mateo  Daily 
Journal,  needs  high-energy  Sales  Managers 
to  build  &  lead  teams  at  start-up  community 
dailies  on  the  West  Coast.  Competitive 
compensation  +  stock  options  for  aggressive 
leaders  (we  are  venture  capital- 
backed).  This  is  not  for  the  faint-hearted! 

Cover  letter  &  resume  to: 
hr@berkeleydailyplanet.net  or  FAX  to: 

(510)  841-5695 

^PUBUSHER 

A  New  England  community  daily  is  seeking 
a  hands-on  publisher.  A  strong  background 
in  advertising,  circulation  and  news  is  a 
must.  We  offer  a  competitive  salary,  bonus 
and  benefits  package  with  a  growing  New 
England  group  of  newspapers.  Please  send 
cover  letter  specifying  salary  requirements 
and  resume  to: 

hpreuss@editorandpublisher.com 
With  Box  2766  in  the  subject  line 


ADVERTISING 


ADVERTISING  DIRECTOR 
Come  be  a  prominent  part  of  our  highly  suc¬ 
cessful  team.  We  need  a  motivated,  dynamic 
leader  to  help  us  build  on  the  strong  recent 
performance  of  the  Walla  Walla  Union 
Bulletin’s  17  member  sales  and  composing 
staff.  A  15k  circulation  daily,  we  offer  a 
comprehensive,  very  competitive 
wage/bonus/benefits  package  and  a  great 
work  environment  in  a  growing,  vibrant 
community.  A  part  of  The  Seattle  Times 
Co.,  we  are  committed  to  a  positive, 
diverse  workplace.  Send  resume,  cover  letter 
to:  H.R.  Dept.,  Union  Bulletin,  Box  1358, 
Walla  Walla,  WA  99362.  EOE. 


ADMINISTRATIVE 


ADVERTISING 


j  ADVERTISING  DIRECTOR 

j  The  Northeast  Mississippi  Daily  Journal,  a 
I  locally  owned  35,000  circulation  regional 
j  daily  based  in  Tupelo,  MS  (midway  between 
:  Memphis  and  Birmingham)  seeks  an  adver¬ 
tising  director  to  lead  a  30  person  depart¬ 
ment.  An  outside  consultant  is  currently  re- 
I  organizing  and  upgrading  the  department. 

;  Management  is  committed  to  building  an 
I  aggressive,  innovative  sales  and  design 
j  group  that  will  rapidly  become  an  industry 
!  leader.  Future  emphasis  will  focus  on  revenue 
j  growth,  new  product  development  and 
sales  force  integration  with  surrounding 
company  owned  weekly  newspapers.  Send 
or  E-mail  a  cover  letter,  resume  and  salary 
expectations  to: 

Jeffrey  Green,  President 
Media  Solutions  Consulting  Group 
112  N.  East  Street,  Suite  C 
Tampa,  FL  33602 
FAX:  (813)229-0982 
E-mail:  jeff.green@mediasolutionscg.com 


ADVERTISING  DIRECTOR:  A  15,000  circula- 
I  tion  Cox  daily  is  looking  for  an  innovative  ad 
;  director  who  can  build  revenue  in  small, 

;  slow-growth  MSA.  Willing  staff  needs  guid- 
\  ance  and  inspiration.  New  building,  nice 
:  lifestyle.  Send  a  letter  and  resume  to  Rip 
Woodin,  Rocky  Mount  Telegram,  P.O,  Box 
I  1080,  Rocky  Mount,  NC  27802. 


ADVERTISING  DIRECTOR:  Need  experienced 
pro  with  proven  track  record  to  join  our  dy¬ 
namic  team  at  one  of  America’s  best  medi¬ 
um-sized  markets.  Excellent  earnings  and 
benefits.  Send  resume  to:  Publisher,  Elko 
Daily  Free  Press,  3720  Idaho  St.,  Elko,  NV 
89801  or  E-mail  to: 

dandreasen@elkodaily.com 


ADMINISTRATIVE 


PUBLISHER 

Leading  Business  to  Business  Publishing  Company  is  in  search  of  an  experi¬ 
enced  Publisher  with  Retail  Food  industry  background  and  a  proven  ability  in 
sales  management  for  a  leading  publication.  Duties  include  supervising  all 
staff,  budgeting,  sales  plans,  direction  of  magazine  for  future  growth.  Candidate 
must  have  leadership  capability,  excellent  sales  experience  and  ability 
to  lead  others. 

Besides  a  pleasant  working  environment,  our  company  offers  a  competitive 
salary  plan  as  well  as  a  comprehensive  benefit  package  including  health  and 
dental  insurance,  FSA  and  401  (k).  No  relocation.  Position  based  in  NY 
office.  Equal  Opportunity  Employer. 

Please  send  cover  letter  with  salary  requirements  as  well  as  resume  to: 

^^vnu  business  media 

A.  Doyle,  VNU  Business  Publications 
770  Broadway,  7th  floor,  NY,  NY  10003 
Or  E-mail:  adoyle@vnuusa.com 
Fax;  (646)  654-7246 


"The  invention  of  television  can  be  comparetl  to  the  intrtxJuction  of  indtxtr  plumbing. 
Fundamentally  it  brought  no  change  in  the  public’s  habits.  It  simply  eliminated  the  nec- 
cessity  of  leaving  the  hou.se.” 

-Alfred  Hitchcock,  British  filmmaker,  1965 


www.editorandpublisher.com 
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-HELP  WANTED- 


_ ADVERTISING _ 

ADVERTISING  SALESPERSON/MANAGER 
Zone  5  weekly  offers  fine  opportunity  for 
sales  person/sales  manager  seeking  to 
move  up.  This  position  will  have  direct  re¬ 
sponsibility  for  advertising-related  sales  and 
revenue  growth,  developing  and  managing 
staff,  creating  spec  layouts,  conducting 
cold  calls  and  being  part  of  a  strong  man¬ 
agement  team  in  an  award-winning  organi¬ 
zation  that  believes  in  local  control.  Com¬ 
petitive  salary,  commissions,  profit-sharing, 
excellent  executive  benefits,  chance  for 
stock  ownership.  Send  resume  and  cover 
letter  describing  your  past  accomplish¬ 
ments.  Include  salary  requirements  to  Box 
2776,  Editor  &  Publisher  Classified,  770 
Broadway,  7th  Floor,  New  York,  NY  10003. 


CLASSIFIED  ADVERTISING  MANAGER 
The  Ledger,  in  central  Florida,  is  seeking  a 
classified  advertising  manager  to  plan,  de¬ 
velop  and  implement  special  promotions 
and  advertising  strategies  while  supervising 
a  staff  of  23  which  include  classified  inside 
and  outside  account  executives  and  classified 
clerical  employees.  Candidates  must 
have  a  minimum  of  3-5  years  successful 
newspaper  management  sales  experience 
supervising  a  staff  of  at  least  10. 

Please  mail  resume  to  the  attention  of: 

Advertising  Director  Steve  Schmidt 
The  Ledger 

300  W.  Lime  Street,  Lakeland,  FL  33815 

Or  E-mail  to:  steve.schmidt@theledger.com 
Full  time  positions  offer  a  comprehensive 
flexible  benefits  package.  Medical,  prescrip¬ 
tion,  hearing,  vision,  dental  and  life  insurance 
available  at  low  cost.  Great  401  (k)  retirement 
plan. 

The  Ledger  encourages  applications  from 
those  with  diverse  backgrounds. 

The  Ledger  is  a  DRUGFREE  workplace 


NORTHEASTERN  North  Carolina  tri-weekly 
newspaper  is  seeking  a  motivated  Advertis¬ 
ing  Director  with  experience  in  marketing 
and  management.  The  ideal  candidate  has 
the  knowledge  and  skills  needed  to 
motivate  veteran  sales  staff,  generate  new 
revenue  ideas  and  produce  results. 
Resumes  may  be  sent  to  Jay  Jenkins,  Pub¬ 
lisher,  Roanoke-Chowan  News-Herald,  P.O. 
Box  1325,  Ahoskie,  NC  27910. 


REGIONAL  SALES  MANAGER 
Tri-State  Pennysaver  (NY,  NJ,  CT)  largest  di¬ 
rect  mail  publishing  company  has  a  career 
opportunity  for  a  results-oriented,  high  ener¬ 
gy  person  to  work  as  a  Regional  Sales  Man¬ 
ager.  You  will  be  responsible  for  managing, 
training  and  motivating  a  staff  to  meet  reve¬ 
nue  budgets.  You  must  possess  prior 
sales/management  experience.  Salary  $60- 
80K  commensurate  with  experience  and 
ability.  Bonus  Program  $25K  plus  expenses 
and  benefits.  Fax/send  resume  to  S.  Boering, 
(914)  347-2429  or  call  (914) 

592-5222.  Pennysaver,  101  Executive 
Blvd.,  Elmsford,  NY  10523. 


TALENTED  MANAGERS  NEEDED! 

Are  you  somewhat  under-appreciated  in 
your  current  position?  Need  a  fresh  challenge 
or  change  of  scenery  to  a  new  environment? 
We've  got  some  great  ones! 

www.BrehmCommunications.com 
Check  out  our  “unique  market” 
opportunities. 


ADVERTISING 


I  EMPLOYMENT  ADVERTISING  MANAGER 
The  Courier  &  Press  in  Evansville,  IN  and 
:  The  Gleaner  in  Henderson,  KY  (both  members 
!  of  the  Scripps  family)  are  seeking  a 
j  highly  motivated,  experienced  individual  to 
oversee  a  growing  employment  advertising 
team  for  their  combined  classified 
operation.  The  ideal  candidate  will  possess 
high-level  knowledge  of  employment  adver- 
'  tising,  as  well  as  the  ability  to  generate  ad- 
I  vertising  on  a  national  level  through  direct 
:  communications  with  employment  agencies 
and  rep  firms.  This  individual  will  be  respon¬ 
sible  for  leading  a  team  of  inside  and  outside 
print  and  online  sales  people,  as  well 
i  as  a  team  of  graphic  designers/ad  produc- 
!  tion  assistants.  A  proven  record  of  employ¬ 
ment  revenue  grovirth  and  employment 
product  development  is  highly  desirable,  as 
is  experience  in  budgeting,  strategic  planning 
and  sales  development/leadership.  Prior 
management  experience  within  the  classified 
1  department  is  preferred.  This  position 
reports  directly  to  the  classified  manager. 
Send  cover  letter,  resume  and  confidential 
salary  history  to  Evansville  Courier  &  Press, 
Attn:  Michelle  Land  Harris,  P.O.  Box  268, 
Evansville,  IN  47702-0268  or  E-mail: 
mlharris@courlerpress.com 
Evansville  Courier  Company  is  an 
Equal  Opportunity  Employer 

The  OMAHA  WORLD+fERALD 
Nebraska’s  largest  state-wide  newspaper 
is  currently  hiring  for  the  following  positions 
EMPLOYMENT  AD  MANAGER 
This  is  a  new  position  with  responsibilities 
to  increase  employment  advertising  market 
share  through  innovative  ideas  that  include 
print,  internet  and  other  media  venues.  This 
management  position  needs  to  direct  and 
manage  the  sales  staff,  help  with  goal  set¬ 
ting,  budgeting,  sales  activities,  problem 
solving,  be  innovative,  plus  other  activities 
that  lead  to  a  successful  sales  organization. 
Previous  Advertising,  Sales  management 
and  Human  Resource  experience  are  desir¬ 
able.  Some  travel  is  required.  Computer  ex¬ 
perience  necessary  w/  Word,  Excel,  Power 
Point  plus  Internet  knowledge  &  experience. 

ADVERTISING  ACCOUNT  EXECUTIVE 
This  is  a  new  Advertising  Account  Executive 
position  to  call  on  Human  Resource  Profes¬ 
sionals.  Position  requires  development  of 
new  and  existing  accounts  to  increase  market 
share.  This  person  will  work  closely  with 
the  existing  sales  staff  in  the  growth  of  cur- 
1  rent  accounts  and  development  of  new  ac- 
;  counts.  Must  be  able  to  work  independently, 
organize,  plan,  and  schedule  multiple 
i  presentations  that  effectively  are  focused 
;  on  key  priorities.  Ability  to  perform  customer 
i  needs  assessment,  find  solutions  and  im- 
;  plement  a  sales  action  plan  are  required. 
Some  travel  is  required.  Computer  experi¬ 
ence  necessary  with  Word,  Excel,  Power 
I  Point  plus  Internet  knowledge  and  experi- 
!  ence.  Advertising  Sales  and  Human  Resource 
I  experience  are  desirable. 

I  Please  send  resume  with  salary  requirements 
'  to: 

^  Recruiter 

[  Omaha  World-Herald 

I  1334  Dodge  St..  Omaha,  Nebraska  68102 
j  Or  apply  online:  dbuscher@owh.com 


(a>  visit  our  website  @ 
www.editorandpublisher.cofn 


_ ADVERTISING _ 

RETAIL  ADVERTISING  MANAGER 
ANG  Newspapers,  publisher  of  eight  daily 
and  twelve  weekly  newspapers  in  the  San 
Francisco  Bay  Area,  is  hiring  smart, 
creative,  advertising  sales  managers.  We 
offer  advertisers  a  variety  of  newspaper, 
online,  magazine,  and  direct  mail  products 
and  want  enthusiastic,  effective  sales  leaders 
who  can  manage  multiple  products.  We 
offer  managers  career  opportunities,  sup¬ 
port,  and  room  to  grow  and  learn.  In  addition 
to  living  in  the  most  exciting  region  of 
the  country,  we  offer  salary  and  bonus 
packages  in  the  $60k-$80k  range,  full  bene¬ 
fits,  and  a  car  allowance.  Please  E-mail: 
hr@angnewspapers.com  (text  only) 
Subject:  Sales  Manager  or 
FAX:  (510)  293-2725. 


CIRCULATION 


CIRCULATION  DIRECTOR 
Northeast  Arkansas’  regional  newspaper. 
The  Jonesboro  Sun,  is  seeking  a  qualified 
circulation  director  to  manage  and  grow  its 
28,000  circulation  base.  Five  years  circula¬ 
tion  management  experience  necessary 
with  a  successful  history  of  circulation 
growth.  Staff  of  20  dedicated  employees  Is 
looking  for  a  leader  to  seize  terrific  market 
opportunity. 

Excellent  salary,  benefits,  and  opportunity 
for  advancement  within  Paxton  Media 
Group.  Send  resume  with  cover  letter  to: 
David  Mosesso,  The  Jonesboro  Sun 
518  Carson,  Jonesboro,  AR  72401 
Or  E-mail:  dmosesso@jonesborosun.com 
Paxton  Media  Group  is  an  equal  opportunity 
employer  and  does  not  discriminate  on  the 
basis  of  race,  religion,  color,  sex,  age,  na¬ 
tional  origin  or  disability. 

circulation’^rector 

15,000  copy  daily  in  Zone  4.  Great  oppor¬ 
tunity  in  highly  competitive  market.  Send  re¬ 
sumes  and  salary  history  to  Box  2774,  Editor 
&  Publisher  Classified,  770  Broadway, 
7th  Floor,  New  York.  NY  10003  or  E-mail: 
hpreuss@editorandpublisher.com 
with  Box  #  in  the  subject  line 

MAJOR  METRO  in  the  Midwest  is  looking  for 
a  confident,  team-oriented  person  with 
great  inter-personal  skills  to  head  our  NIE 
department.  The  right  person  will  need  a 
college  degree,  preferably  with  an 
emphasis  on  education.  Primary  areas  of 
responsibility  would  be  the  NIE  and  college 
readership  programs  including  the  deveF 
opment  and  implementation  of  fundraising 
efforts  and  classroom  curriculum.  Competi¬ 
tive  salary  and  excellent  benefits  package. 
Send  resume  to: 

Box  2775,  Editor  &  Publisher  Classified 
770  Broadway,  7th  Floor,  NY,  NY  1(XX)3 


EDITORIAL 


ASSISTANT  CITY  EDITOR 
Here's  your  opportunity  to  grow  in  a  major 
news  group  at  an  award-winning  paper.  The 
Springfield  (OH)  News-Sun,  a  Cox  newspaper, 
is  seeking  an  assistant  city  editor.  This 
30,000  daily  and  40,000  Sunday  paper  is 
located  between  Columbus  and  Dayton. 
Candidates  should  have  some  management 
experience,  possess  strong  organizational 
and  communication  skills  and  be 

aggressive  on  local  news  coverage.  We  offer 
a  competitve  salary  and  benefits,  including  a 
401(k)  plan  with  a  company  contribution. 
Send  resume  to  Jack  Bianchi,  managing  edi¬ 
tor,  Springfield  News-Sun,  202  N. 

Limestone  Street,  Springfield,  OH  45503. 

"^SISTANT  CITY  EDITOR 
The  Philadelphia  Tribune,  America’s  oldest 
and  the  Greater  Philadelphia  region’s  largest 
newspaper  serving  the  African-American 
community  is  seeking  an  assistant  city  editor. 
We  are  looking  for  candidates  with 
strong  editing  skills  and  the  ability  to  super¬ 
vise  reporters.  Minimum  of  five  years  pro¬ 
fessional  newspaper  experience.  Fax  re¬ 
sumes  to:  HR  Department,  (215)  735-3612. 

ASSISTANT  li^TRO  EDITOR/STATE 
The  News  &  Observer  of  Raleigh  seeks  an 
Assistant  Metro  Editor  with  primary  respon¬ 
sibility  for  non-governmental  state  cov¬ 
erage.  This  editor  would  work  with  general 
assignment  reporters  to  plan  and  execute 
sharp  coverage  of  stories  around  North 
Carolina  interesting  to  readers  in  the  Ra- 
leigh-Durham-Chapel  Hill  region.  This  editor 
would  work  closely  with  the  Capitol/State 
editor.  Candidates  should  have  3-5  years 
experience  as  an  assigning  editor;  strong 
reporting  background  preferred. 

Interested  applicants  should  send  resume, 
cover  letter,  samples  of  work  and  several 
references  to  Melanie  Sill,  The  News  &  Ob¬ 
server,  215  S.  McDowell  Street,  Raleigh, 
NC  27601.  No  calls  or  E-mails,  please. 


Texas  AM  seeks  talented  REPORTERS  for 
city  hall,  courts  and  regional  beats.  Also 
need  a  features  writer.  Top  benefits  and 
salary  up  to  $30,000.  Send  resume  and 
clips  to: 

Box  2771,  Editor  &  Publisher  Classified 
770  Broadway,  7th  Floor 
New  York.  NY  10003 


EDITOR 

Medium-sized,  independently  owned  Zone  1 
daily  seeks  a  newsroom  leader  who  can 
train,  motivate,  lead  and  produce  the 
quality,  lively  newspaper  our  readers  deserve. 
Great  opportunity  for  the  right 
person.  Replies  to: 


Box  2772,  Editor  &  Publisher  Classified 
770  Broadway,  7th  Floor,  NY,  NY  10003 


www.editorandpublisher.com 
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-HELP  WANTED- 


_ EDITORIAI. _ 

BUREAU  EDITOR 

Smart,  aggressive  editor  needed  to  lead 
The  Chapel  Hill  Herald,  The  Herald-Sun’s 
daily  zoned  edition  in  Chapel  Hill,  NC.  Direct 
a  staff  of  six  reporters  and  several  local 
columnists,  write  editorials  and  represent 
the  paper  at  community  events. 

Requires  solid  news  background,  commit¬ 
ment  to  community  journalism,  love  of 
working  under  pressure,  and  strong 
time-management  skills. 

We  are  a  family-owned  52,000-circulation 
newspaper  in  North  Carolina’s  famed  Re¬ 
search  Triangle  region.  Based  in  Durham, 
we  cover  several  surrounding  counties  and 
compete  fiercely  with  a  larger  regional  rival. 
Send  cover  letter,  resume,  list  of  four  pro¬ 
fessional  references  and  salary  requirement 
by  June  7  to  Rocky  Rosen,  assistant  man¬ 
aging  editor.  The  Herald-Sun,  P.O.  Box 
2092,  Durham,  NC  27702  or  to: 

rrosen@heraldsun.com 


BUSINESS  JOURNALISTS 
The  News  &  Observer,  the  leading  newspaper 
of  North  Carolina’s  Research  Triangle, 
is  looking  for  experienced  business  journal¬ 
ists  to  fill  two  reporting  positions  on  the 
Business  desk.  General  Assignment/ 
Economy  and  Technology.  The  GA/ 
Economy  reporter  will  cover  economic 
issues  on  a  national,  state  and  local  level. 
This  reporter  is  responsible  for  monitoring 
the  economy’s  vital  signs  and  explaining  its 
twists  and  turns  in  human  terms.  The  Tech¬ 
nology  reporter  will  write  about  not  just  the 
tech  companies  but  the  tech  culture  of  the 
region,  spawned  by  world-class  universities 
and  by  Research  Triangle  Park.  Both  posi¬ 
tions  require  strong  writing  and  reporting 
skills  and  the  ability  to  see  the  big  picture 
story  that  rises  above  the  incremental  busi¬ 
ness  report.  These  jobs  require  a  minimum 
of  5  years  reporting  experience,  a  significant 
portion  spent  in  business  journalism 
and  proven  versatility  in  breaking  news  and 
delivering  enterprise. 

Interested  applicants  should  send  resume, 
cover  letter,  samples  of  work  and  several 
references  to  Business  Jobs,  c/o  Melanie 
Sill,  The  News  &  Observer,  215  S. 
McDowell  Street,  Raleigh,  NC  27601 . 

No  calls,  please 


GENERAL  ASSIGNMENT  REPORTER 
Continue  the  tradition  of  an  award-winning 
newspaper.  The  Navarre  Press,  an  award¬ 
winning  community  weekly  in  one  of  the 
fastest  growing  counties  in  Florida,  seeks  a 
reporter  wishing  to  advance  his  or  her  career. 
Qualified  candidates  should  have  at 
least  1-2  years  of  newsroom  experience. 
For  more  details  click  on  “Employment  Op¬ 
portunities”  at  www.navarrepress.com  or 
call  (850)  939-8040. 


BUSINESS  REPORTER 

The  Daily  Gazette,  a  53,000-circulation  in¬ 
dependent  daily  in  New  York’s  Capital  Region, 
is  looking  for  an  experienced  business 
reporter.  We  seek  someone  with  a  depth  of 
knowledge  about  business  topics  and  the 
ability  to  explain  them  in  plain  English  for  a 
general  readership.  Send  resume  and  work 
samples  to  Thomas  Woodman,  managing 
editor.  The  Daily  Gazette,  2345  Maxon 
Road  Ext.,  Schenectady,  NY  12301-1090. 


EDITORIAL 


COPY  EDITOR:  SPORTS 
The  Wisconsin  State  Journal  in  Madison  is 
seeking  a  sports  copy  editor  who  works 
with  reporters  to  improve  copy,  knows  the 
rules  of  grammar  and  writes  compelling 
headlines  and  cutlines.  The  ideal  candidate 
will  have  at  least  two  years  of  experience  at 
a  daily  newspaper  and  the  ability  to  do  ac¬ 
curate  work  under  deadline  pressure.  Pagi¬ 
nation  skills  on  the  Harris  system  are  a 
plus.  The  position  will  include  some  page 
design  and  occasional  writing  opportunities. 
We’re  an  APSE-honored  section  in  a  Big  Ten 
city  that  is  annually  recognized  as  one  of 
the  best  places  to  live  in  America,  if  you’re 
interested  in  joining  us,  send  a  resume  and 
five  samples  of  your  work  as  an  editor  by 
June  10,  2002,  to: 

The  Wisconsin  State  Journal 
Greg  Sprout,  Sports  Editor-HRES 
1901  Fish  Hatchery  Road 
P.O.  Box  8056 
Madison,  Wl  53708 
Fax:  608-252-6082 
E-mail:  jobs@madison.com 
Affirmative  Action/Equal  Opportunity 
Employer 


EDITORIAL 


GENERAL  ASSIGNMENT  REPORTER  wanted 
for  aggressive  afternoon  daily.  Will  cover 
breaking  news  and  do  enterprise  reporting. 
New  graduates  OK.  Resumes,  with  clips,  to 
John  Staed,  Birmingham  Post-Herald,  P.O. 
Box  2553,  Birmingham,  AL  35202-2553. 


HERALD  NEWS 

Our  38,500-circulation  daily  in  northeastern 
New  Jersey,  just  25  minutes  from  Times 
Square,  is  looking  for  journalists  committed 
to  excellence  and  enterprise  as  we  create  a 
new  newspaper  for  our  vibrant,  multicultural 
community.  We  need: 

SPORTS  EDITOR  to  lead  a  staff  of  nine  in 
telling  the  story  of  sports  in  our  communities. 
For  us,  the  state  high  school  football 
championship  held  just  down  the  road  in 
Giants  Stadium  is  as  important  as  the  pro 
games  played  there.  We  want  an  innovative 
pro  with  a  wordsmith’s  touch  on  copy  and  a 
painter’s  eye  for  pages  as  well  as  substantial 
experience,  including  at  least  three 
years  as  a  supervisor.  Fluency  in  Spanish  a 
plus;  experience  must  be  daily.  Write: 

Scott  West,  Managing  Editor 
wests@northjersey.com 
ASSISTANT  ASSIGNMENT  EDITOR  to  help 
lead  our  daily  news  report.  We  seek  a  skep¬ 
tical  editor  with  energy  and  enthusiasm  who 
has  a  proven  record  of  effective  newsroom 
teamwork.  Required:  one  year  of  editing,  or 
comparable  reporting  background.  Write: 

Stephen  McCarthy 
Managing  Editor/Assignment 
mccarthys@northjersey.com 
Competitive  salaries,  excellent  benefits. 
Send  your  resume,  references,  salary  history 
and  work  samples  to  the  appropriate 
editor  at  Herald  News,  1  Garret  Mountain 
Plaza,  P.O.  Box  471,  West  Paterson,  NJ 
07424. 


MANAGING  EDITOR 

The  Lebanon  (Tennessee)  Democrat,  an 
8,500  five-day  paper  located  in  fast¬ 
growing  Wilson  County  25  miles  east  of 
Nashville,  seeks  a  managing  editor.  The 
Democrat  was  recently  purchased  by  San¬ 
dusky  Newspapers,  Inc.  Send  resume,  ref¬ 
erences  and  salary  requirements  to  David 
Rau,  President,  Sandusky  Newspapers,  17 
Pope  Avenue,  Executive  Park,  Suite  3A,  Hilton 
Head  Island,  SC  29928. 

I^NT^  PARADISE 

Oregon’s  premier  hunting,  fishing  and  arts 
community,  Wallowa  County,  needs  a 
strong  news/editorial  leader  for  award  win¬ 
ning  weekly.  Bring  your  gear,  good  repor¬ 
ting,  writing  and  editing  skills  to  this  mountain 
paradise.  Must  also  be  a  good  leader, 
manager  of  people.  Part  of  a  strong,  family 
owned  newspaper  group,  the  job  includes 
some  writing  for  a  regional  Sunday,  and  full 
online  reader  service.  Minimum  three  years 
management  experience  required.  Profit 
sharing,  401K,  other  benefits.  Send 
resume  and  clips  to  C.K.  Patterson,  P.O. 
Box  2048,  Salem,  OR,  97308,  or: 

ckpat@capitalpress.com 


NEWS  EDITOR 

The  Loudoun  Times-Mirror,  an  award 
winning  community  weekly  in  Leesburg, 
seeks  a  news  junkie  to  oversee  newsroom, 
covering  one  of  the  fastest-growing 
counties  in  America.  Applicant  must  have 
“strong  design  and  headline  writing  skills", 
love  community  journalism  and  work  well 
with  a  team  of  professional  journalists. 
Comprehensive  benefits  package  offered, 
including  a  401K.  Send  resume  and  refer¬ 
ences  with  cover  letter  to  Leigh  Schilling, 
Times  Community  Newspapers,  13873 
Park  Center  Rd.  #301,  Herndon,  Virginia 
20171,  E-mail  them  to 
lschilling@timespapers.com  or  FAX  to: 

(703)435-9754.  EOE 

j  . photojournalI^ 

The  Fresno  Bee,  Central  California’s  leading 
newspaper,  has  an  immediate  opening  for 
I  an  experienced  photojournalist.  The  suc- 
'  cessful  candidate  should  have  a  track  record 
I  of  producing  compelling  news  and  feature 
1  photography  daily.  This  person  should 
j  excel  at  developing  original  ideas  for  enter- 
I  prise  stories  and  executing  them  with  a  re¬ 
porter.  We  are  looking  for  someone  who 
embraces  working  in  a  team  environment 
within  the  photography  department  and  in 
the  newsroom.  The  candidate  should  have 
5  -  6  years  experience  working  at  a  daily 
newspaper.  Digital  experience  is  a  plus. 
The  Bee,  a  165/193K  McClatchy  newspaper 
in  the  heart  of  California’s  San  Joaquin 
Valley  offers  plenty  of  news  and  a  history  of 
top  enterprise  projects.  To  apply,  send  a 
resume  and  a  portfolio  of  at  least  20 
images  and  one  project  to: 

William  Haines,  Director  of  Photography 
The  Fresno  Bee 
1626  E  Street 

j  Fresno,  CA  93786 

j  All  offers  of  employment  are  contingent 
upon  successful  completion  of  a  drug  test. 
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EDITORIAL 


READY  FOR  THE  NEXT  LEVEL? 
Mississippi  Delta  Pulitzer  prize  winning 
12,000  circulation  daily  newspaper  seeks  a 
few  dynamic  journalists  ready  for  the  chal¬ 
lenge  of  covering  one  of  the  most  storied 
areas  in  the  nation.  We  are  looking  for  a 
SPORTS  EDITOR,  GOVERNMENT  REPORTER 
and  FEATURE  WRITER  to  join  our 
award-winning  news  team.  If  you  have  what 
it  takes,  send  a  detailed  resume  and  10  of 
your  best  clips  to  Editor  Donald  V. 
Adderton,  Delta  Democrat  Times,  988  N. 
Broadway,  Greenville,  MS  39701. 

No  telephone  calls,  please. 


SPORTS  EDITOR 

The  Mobile  Register,  an  aggressive 
100,000-plus  Newhouse  newspaper  on  Ala¬ 
bama’s  Gulf  Coast,  is  looking  for  a  sports 
editor  with  energy,  vision  and  a  dedication 
to  excellence.  Responsibilities  include  man¬ 
agement/administration,  planning,  staff 
coaching,  story  development  and  oversight 
of  daily  copy  and  long-range  enterprise. 
Candidates  must  display  strong 
word-editing  skills  and  the  ability  to  coordi¬ 
nate  and  elevate  the  work  of  reporters, 
photographers  and  page  designers.  Elbow 
room  won’t  be  a  problem:  The  Register  is 
moving  into  an  expansive  new  building  with 
a  state-of-the-art  press.  Send  letter  and  re¬ 
sume  to  Dewey  English,  managing  editor. 
Mobile  Register,  P.O.  Box  2488,  Mobile,  AL 
36652. 


STAFF  WRITERS 

New  Times,  the  nation’s  largest  publisher  of 
alternative  newsweeklies,  has  immediate 
openings  for  experienced  writers  at  its 
hard-hitting  papers  in  Ft.  Lauderdale  and  St. 
Louis.  We’re  looking  for  reporters  who  un¬ 
derstand  the  difference  between  maga¬ 
zine-style  reporting  and  the  hurried  fact-find¬ 
ing  of  daily  papers.  The  ideal  candidates 
will  be  able  to  create  in-depth,  well-crafted 
stories  that  explore  the  issues,  events  and 
personalities  of  their  community. 

New  Times  publishes  magazine-style  weekly 
newspapers  covering  local  news,  politics, 
arts  and  music  in  Phoenix,  Denver,  Miami, 
Dallas,  Houston,  San  Francisco,  Los 
Angeles,  Ft.  Lauderdale,  Cleveland,  St. 
Louis,  Kansas  City  and  Oakland.  We  offer 
competitive  salaries  and  benefits.  Qualified 
applicants  should  send  cover  letter,  resume 
and  clips  to: 

Andy  Van  De  Voorde 
Executive  Associate  Editor 
New  Times 

P.O.  Box  5970,  Denver,  CO  80217 


THE  GAINESVILLE  SUN,  an  aggressive 
50,000-circulation  New  York  Times  Co. 
newspaper  in  North  Central  Florida,  is  looking 
for  a  reporter  interested  in  doing 
award-quality  stories  and  projects.  Please 
send  cover  letter  and  clips  to  Metro  Editor 
Jon  Rabiroff,  The  Gainesville  Sun,  P.O.  Box 
147147,  Gainesville,  FL  32614.  E-mail: 

Jon.Rabiroff@gainesvillesun.com 


"I  thoujjit  if!  could  paracliulc Ix’hind  enemy 
line.s  in  a  way  and  join  the  journalLsiic  profe.s- 
.sion,  that  1  coukl  tx'gin  to  let  my  (xrs[x;ctive 
about  (xtlitics  seep  in  and  maylie  influence 
the  presentation  of  (xilitics." 

-.kilin  F  Kenixchjr.,  Fiiitor.  Ck.-<  »>».■.  19fiO-1999 
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EDITORIAL 


THIS  COULD  BE  THE  CHALLENGE  FOR  YOU! 
The  Delta  Democrat  Times,  a  12,000  circu¬ 
lation  Pulitzer-prize  winning  daily 
newspaper,  is  looking  for  a  MANAGING  EDI¬ 
TOR  to  lead  its  18  person  newsroom  to  the 
next  level.  We  seek  a  journalist  who  has  vi¬ 
sion,  able  to  work  with  a  team  of  first-year 
and  veteran  reporters  and  editors,  while  de¬ 
veloping  long-range  goals  and  objectives 
for  the  newspaper.  The  managing  editor 
should  have  at  least  5  year’s  experience  as 
a  supervising  editor,  and  have  significant 
layout  and  design  skills,  and  expertise  in 
digital  photography,  Quark  and  Photo  Shop. 
Interested  candidates  should  submit  a  de¬ 
tailed  resume,  clips,  and  a  letter  telling  us 
why  you  are  the  right  person  for  the  job,  to 
Editor  Donald  V.  Adderton,  Delta  Democrat 
Times,  988  N.  Broadway,  Greenville,  MS 
38701.  No  telephone  calls,  please. 


FINANCE 


CONTROLLER 

Progressive  newspaper  group  based  in 
New  England  has  an  outstanding 
opportunity  to  direct  the  accounting  efforts 
of  a  community  newspaper.  Seeking  a 
high-energy  perscr.  ..uh  a  minimum  of  3-5 
years  experience  as  a  Controller  and  a  B.S. 
in  Accounting/Finance.  CPA  a  plus.  Top 
notch  pay  and  excellent  company  benefits. 
Please  send  cover  letter  specifying  salary 
requirements  and  resume  to: 

hpreuss@editorandpublisher.com 
With  Box  2765  in  the  subject  line 


NEW  MEDIA 


INTERNET  LEADER 

Are  you  a  leader  in  innovative  approaches 
and  strategic  mindset?  Are  you  tech  savvy 
and  up  on  internet  trends?  Consider  taking 
the  lead  on  our  web  ventures.  As  Director 
of  New  Media  you  will  be  charged  with  moti¬ 
vating  the  staff  to  serve  all  of  Vermont 
through  news  sites,  online  communities  and 
marketplaces.  Your  prior  experience  and 
new  ideas  will  be  appreciated  at  the  Rutland 
Herald  and  Times  Argus.  Deadline  is  June 
7,  2002.  Send  resume  to: 

Joann  Jenkins,  c/o  Times  Argus 
P.O.  Box  707,  Barre,  VT  05641-0707 


PHOTOGRAPHY 


PHOTO  EDITOR 

The  Wisconsin  State  Journal  in  Madison, 
ranked  as  one  of  the  best  places  to  live  in 
the  United  States,  is  seeking  a  photo  editor 
to  lead  a  motivated  staff  of  five  full-time 
photographers  and  three  image  technicians. 
This  senior  editor  schedules  assignments, 
performs  some  technical  work  and  leads 
special  projects.  She  or  he  must  possess  a 
strong  commitment  to  photojournalism  and 
have  working  knowledge  of  Macintosh  com¬ 
puters,  digital  cameras  and  QuarkXPress. 
Send  a  letter  of  application,  resume,  refer¬ 
ences  and  work  samples  by  June  10,  2002, 
to: 

Wisconsin  State  Journal 
Attn:  Cliff  Behnke,  Managing  Editor  -  HRES 
1901  Fish  Hatchery  Road 
P.O.  Box  8056 
Madison,  Wl  53708 
Fax:  608-252-6082 
E-mail:  jobs@madison.com 
Affirmative  Action/Equal  Opportunity 
Employer 


_ PRESSROOM _ 

PRESS  SUPERVISOR  ! 

Come  to  Colorado  and  build  your  career  | 
with  a  company  you'll  love.  Imagine  working  i 
with  a  team  of  motivated,  positive  people. 
Now  imagine  doing  this  within  an  hour  of 
Denver  and  30  minutes  of  the  Rocky  Moun¬ 
tains.  If  you  have  worked  as  a  lead  pressman 
or  supervisor  on  a  Goss  Urbanite 
press  with  experience  running  four-section 
newspapers,  we  may  want  to  talk  to  you.  ; 
See  why  over  90%  of  our  employees  rated  | 
us  as  a  great  place  to  work!  Please  send  ! 
your  resume  and  references  to:  Press  Su-  | 
pervisor  c/o  Brenda  Haines,  Greeley  ' 
Tribune,  P.O.  Box  1690,  Greeley,  CO  ’ 
80632  or:  haines@greeleytrib.com  i 


PRESSROOM  MANAGER  j 

East  coast  daily  newspaper  is  seeking  a  | 
Pressroom  Manager  to  oversee  the  entire  i 
printing  operations.  The  ideal  candidate  | 
must  have  demonstrated  strong  people  and  : 
leadership  skills,  a  good  problem  solver  ; 
and  someone  who  can  build  a  team.  We  offer 
a  competitive  salary  and  comprehensive 
benefit  package  including  401(k).  Please 
forward  cover  letter  and  resume  to: 

Box  2792,  Editor  &  Publisher  Classified  : 

770  Broadway,  7th  Floor 
New  York,  NY  10003 


PRINTING  MANAGER 
The  Miami  Herald  -  Miami,  Florida 
Key  leadership  position.  State-of-the-art 
equipment  and  great  benefits  in  sunny  Miami. 
Oversee  daily  press  operations.  Establish  and 
maintain  performance,  productivity 
and  quality  standards.  Handle  department 
staffing  and  expense  budgets.  Outstanding 
verbal  and  written  communication  skills  plus 
technical  press  and  printing  knowledge  re¬ 
quired.  Must  have  3-5  years  supervisory/ 
management  experience  in  a  major  metro 
pressroom.  Four-year  degree  preferred.  To 
apply,  fax  resume  and  salary  history  to: 

Job  Code  PMJV  at  (305)  376-2870 
Or  E-mail  to:  rmacadam@herald.com 


PRODUCTION/TECH 


PRODUCTION/PRINT  DIRECTOR 
Applicant  must  have  managerial  experience 
in  all  phases  of  newspaper  and  magazine 
production;  supervisory  experience 

directing  the  work  of  subordinate  supervisors 
and  familiarity  with  web  and  sheet  fed 
presses  and  press  layouts.  Preferred  can¬ 
didates  will  have  knowledge  of  digital,  elec¬ 
tronic  data  transfer  and  imaging. 

Familiarity  with  both  Mac  and  PC  based  sys¬ 
tems.  Work  experience  managing  the  activi¬ 
ties  of  a  commercial  print  shop.  Quality 
control  a  must.  Deadline-driven,  fast  paced 
environment  requires  stable,  knowledgeable 
individual.  FAX  resume  in  confidence  to: 

(702)  798-2069. 

Pre-employment  drug  test  required. 


-POSITIONS  WANTED- 


_ CIRCULA'nON _  _ CIRCULATION 

CIRCULATOR:  Experienced,  mature  profes-  RESULTS  ORIENTED  Zone  5  Circulation 
sional  seeks  short  or  long  term  opportunity  !  Manager  with  20+  years  major  metro  and 
in  New  York.  Phone/Fax  (631)  588-2735  national  publication  experience  seeking  new 

_ '  challenge  in  Zones  4,6,8  or  9.  Strong  people, 

I - 1  operational  and  sales/marketing  skills. 

I  The  newspaper  induMry  s  MKETIN6  place.  |  Qo^^act:  Circmgr2002@aol.COm 


CLASSIFIED  ADVERTISING  INFORMATION 


DEADLINE! 


Tuesday  at  noon  (EST)  for  tfie  next  Monday’s  issue. 


LINE  AD  RATES 


Rates  are  per  line,  per  insertion,  3  line  minimum,  approximately  34 
characters/spaces  per  line,  no  abbreviations. 

also  includes  online 

HELP  WANTED  ALL  OTHER  CLASSIFICATIONS 


1  week . 

. $13.25 

1  week . 

. $12.10 

2  weeks . 

.  ...  $12.30 

2  weeks  . 

. $10.65 

3  Weeks . 

. $10.85 

3  Weeks . 

. $  9.30 

4  weeks  . 

. $  9.15 

4  weeks  . 

. $  8.00 

1 2  weeks  . 

. $  8.75 

1 2  weeks  . 

. $  7.00 

26  weeks  . 

. $  7.80 

26  weeks  . 

. $  6.20 

39  weeks  . 

. $  7.50 

39  weeks  . 

. $  5.80 

52  weeks  . 

. $  7.15 

52  weeks  . 

. $  5.45 

DISPLAY  AD  RATES 


Camera-ready  veloxes:  Furnish  same  size  camera-ready,  otherwise  a  scanning 
charge  may  be  incurred.  All  halftones  must  be  a  maximum  133-line  same  size 
velox  print. 

Electronic  submission:  Advertising  may  be  submitted  via  e-mail.  For  instruc¬ 
tions,  please  ask  your  account  manager. 

per  inch,  per  insertion,  1  inch  minimum,  1/2  inch  incremerrts 


1  week  . 

.  $144 

12  weeks  . 

.  $112 

2  weeks  . 

.  $131 

26  weeks  . 

.  $107 

3  Weeks  . 

.  $124 

39  weeks . 

.  $97 

4  weeks  . 

.  $120 

52  weeks . 

. $95 

ORDERS  AND  PAYMENT 


Ads  running  for  12  weeks  or  more  may  be  on  a  contract  basis.  Contracts 
are  non-cancellable  All  ads  from  new  advertisers  must  be  pre-paid  prior  to 
deadline;  advertisers  with  a  payment  record  in  good  standing  may  be  billed. 
Deadline  is  Tuesday  prior  to  Monday  Publication.  Cash,  check.  VISA. 
MasterCard,  and  American  Express  accepted.  All  ads  require  a  signed 
insertion  order,  and  all  ad  copy  must  be  submitted  in  writing  via  mail,  e- 
mail,  or  fax.  We  reserve  the  right  to  reject  any  ad. 


TO  PLACE  AN  AD 


Mail,  fax  or  e-mail  line  advertising  copy.  Please  include  the  following  information: 
1 .  Name,  2.Company,  3.  Mailing  Address.  4.  Phone,  5.  Ad  Classification,  6.  No.  of 
insertions. 

Or  Place  your  ad  online  at  www.editorandpublisher.com 
Please  contact  us  for:  display  ad  copy  specifications  and  procedures. 

Mail:  Editor  &  Publisher  Classified 
770  Broadway,  7th  FI,  New  York,  NY  10003 
Fax:  (646)  654-5312 

TO  REACH  OUR  ACCOUNT  MANAGERS,  CALL: 

TOLL  FREE:  888  825-9149 
ACCOUNT  MANAGERS: 

HAZEL  PREUSS  (EMPLOYMENT-EASTERN  U.S.) 

hpreuss@editorandpublisher.com 

MICHELE  MACMAHON  (  EMPLOYMENT  -  CENTRAL  +  WESTERN  U.a) 

mmacmahon@editorandpublisher.com 

MICHELE  GOLDEN  (SERVICES  +  ALL  OTHER  CATEGORIES) 

mgolden@editorandpublisher.com 


For  help  wanted/position  wanted  rates  call 
Hazel  Preuss  at  6^6.654.5302  or 
Michele  MacMahon  at  646.654.5303 

- the  nezvspaper  industry's - 

- meeting  place. - 


“The  Future  is  caDed  “perhaps,” 
which  is  only  possible  thing  to 
call  the  future.  And  the  impor¬ 
tant  thing  is  not  to  allow  that  to 
scare  >’Ou.” 

-Tennessee  Williams 
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No  Sales  Staff  Should  Be  Without  One 

Publishers,  General  Managers  Advertising  Executives, 
Circulation  Managers,  Marketing  Managers,  Advertising 
Agency  Executives,  New  Media  Executives,  etc. 

Find  The  Information  You  Want  Instantly 

Access  the  Year  Book  information  instantly  with  a  fully 
indexed,  searchable  database  that  allows  you  to  target  the 
U.S.  and  Canadian  newspaper  industry 

It's  Easy,  It's  Fast,  It’s  Simple 

The  fast,  menu  activated  search-and-display  capability  of  our 
CD-ROM  makes  finding  data  and  compiling  lists  easier  than 
ever. 

Customize  Your  Search  By  Any  Field 

Search  newspapers  by  Titles,  Personnel  Names,  City,  State, 
County  and  Zip  Codes.  Search  for  special  topic  editions: 
Religious,  Ethnic,  Alternative... .and  much  more! 


*  Exportable  Data  For  Mail  Merge  , 

All  the  information  can  be  exported 
to  your  PC  in  a  wide  range  of  file 
formats.  Customize  mailing  lists  for 

each  of  your  communications  projects  ^==4- _ , — ^ 

from  traditional  mass  mailings  to  broadcast 
e-mails  to  telemarketing.  Create  your  own  contact 
management  database  with  applications  like  Act  or  Access. 

*  CD-ROM  Sections 

The  Year  Book  CD-ROM  lists  over  90,000  personnel  names 
including  all  U.S.  Dailies,  U.S.  Weeeklies,  Canadian  Newspapers, 
Foreign  Newspapers  and  Mechanical  Equipment  sections... 

...  names  of  contacts  and  their  areas  of  responsibility,  plus  other 
critical  information  about  newspapers,  newspaper  suppliers  and 
service  companies 

SYSTEM  REQUIREMENTS:  Windows  95,  98  and  NT  -  32  MB  of  RAM  minimum.  SVGA  Monitor  or 
higher,  10  MB  available  hard  drive  space.  Macintosh  -  MACINTOSH  PLUS  or  higher,  OS  V6.0.7  or  later, 
2.5  MB  RAM  minimum,  2  MB  available  hard  drive  space.  DOS  -  VGA  monitor  or  higher,  DOS  3.3  or 
higher,  Microsoft  CD-ROM  extensions,  640K  RAM,  3MB  available  hard  drive  space. 


CD-ROM  WITH  EXPORT  CAPABILITIES  :  $895 

For  more  information  or  to  order  call  Randy  Larsen  Jr.  (800)  336-4380  ext.  1  or  order  online  at  www.editorandpublisher.com 


YEAR  BOOK 


Y^^()OK 


YKAR  B(K)K 
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^  AIAKKET 
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{continued from  page  10} 

encounter.  “Our  advertising 
not  great,”  Walker  says. 

“It’s  not  great  at  all.”  ^ 

Nowata’s  experience  »^*  ^  ^ 

increasingly  common,  says 

“Sprawlbuster” Norman.  ^  ^ 

Citing  Wal-Mart’s  own  HImi*||^^K 

statistics,  he  says  the  com-  :j.  ^iZj 

pany  has  littered  31  states  HilHI^H'4lHH^-^^9HRillli[lillllBH[^"^^^  ^ 

with  some  400  empty  stores  Wal-Mart  newspaper  buys  are  few  and  far  between  —  even  for  friends.  Just 
as  it  rolled  out  Supercenters,  ask  Shawn  Wolfe,  advertising  director  of  The  Newton  (Iowa)  Daily  News. 

Rust  Communications’  14  dailies  and 
34  weeklies  have  lost  business  because  of 
Wal-Mart’s  impact  on  retailers,  but  the 
chain  is  somewhat  pleased  with  its 
relationship  with  the  company,  says 
Wally  Lage,  Rust’s  chief  operating  officer 
and  the  publisher  of  its  flagship  Southeast 
Missourian  in  its  hometown  of  Cape 
Girardeau.  One  of  its  properties  recently 
won  back  direct-mail  business  it  had  lost 
when  Wal-Mart  partnered  with  Pizza 
Hut  to  deliver  circulars. 

“Friend  or  foe,  we  still  look  at  them  as 
a  customer,”  Lage  says.  “Our  biggest 
concern  really  is  with  our  direct-mail 
competitors.” 

That’s  what  Liberty  Group  Publishing 


tries  to  do  as  well,  says 
Executive  Vice  President  of 
Operations  Champion. 
New'spapers  can  offer  consid¬ 
erable  savings,  he  notes.  “In  a 
lot  of  cases  when  they  [Wal- 
Mart]  do  direct  mail  on  their 
own,  it’s  costing  them  12 
cents  a  piece  just  for  postage 
and  the  handling,  and  we’re 
charging  4  to  6  cents  a  piece,” 
he  says.  “You’re  not  only 
securing  their  business  but 
you’re  keeping  them  from  coming  into  the 
market  with  their  own  direct  mail  —  and 
taking  out  your  direct  mail.” 

Still,  whatever  advertising  newspapers 
do  get  from  Wal-Mart,  it  never  makes 
up  for  the  business  it  displaces. 

Champion  and  others  note.  While  a 
strong  supermarket  customer  may  drop 
inserts  twice  a  week  in  the  paper,  “the 
best  [Wal-Mart]  will  do  is  maybe 
20-some  a  year,”  Champion  says. 

With  Wal-Mart’s  dominance  only 
growing  in  the  retail  landscape,  is  there 
any  silver  lining  for  newspapers? 

“Well,  there  is  one  thing,”  Champion 
says.  “You  never  have  a  collection 
problem  with  Wal-Mart.”  D 


The  sphinx  ofBentonville 

Newspapers  say  Wal-Mart  often 
favors  what  could  be  called  a  silent-but- 
deadly  approach. 

Even  newspapers  that  manage  to  get 
some  Wal-Mart  advertising  are  at  a  loss 
to  explain  why.  When  Wal-Mart  started 
up  a  Supercenter  across  the  street  from  its 
old  store  in  the  DuQuoin  Evening  CalFs 
southern  Illinois  hometown,  the  paper 
successfully  pitched  it  on  a  direct-mail 
program  that  carries  store  circulars  once 
a  month.  Advertising  and  Marketing 
Director  Danette  Lamczik  says  the  Call 
has  tried  repeatedly  to  move  the  store 
into  the  3,626-circulation  paper. 

And  what  do  the  Wal-Mart  folks  say? 


Just  no? 

“Just  no,”  Lamczik  says. 

When  David  R.  Ferro  was  publisher  and 
editor  of  The  Daily  News  in  Rhinelander, 
Wis.,  the  4,736-circulation  evening  paper 
got  an  insert  order  from  Wal-Mart  once  or 
twice  a  month.  Now  he’s  publisher  of  the_ 
5,316-circulation  evening  Coldwater 
(Mich.)  Daily  Reporter  —  and  never  gets 
an  ad  from  the  local  Supercenter.  “I’ve 
never  fully  found  out  why  that  market  — 
which  is  almost  identical  to  Coldwater, 
with  the  same  water  [recreation],  same 
population,  same  fairly  blue-collar 
demographics  —  qualified  for  newspaper 
ads,  and  this  one  does  not,”  Ferro  says. 

Wal-Mart  store  managers  rely  on 
direct  mail  —  aided,  of  course,  by  those 
ubiquitous,  heart-warming,  flag-waving  TV 
commercials  —  and  are  deaf  to  arguments 
that  newspapers  can  be  more  effective,  says 
Shawn  Wolfe,  advertising  and  marketing 
director  of  The  Newton  (Iowa)  Daily  News 
and  its  shopper,  the  Jasper  County 
Advertiser.  He  says  he’s  good  buddies  with 
the  local  Wal-Mart  manager,  but  all  he  can 
ever  get  is  some  seasonal  lawn-and-garden 
advertising.  “We’ve  done  things  to  help 
other  retailers,  but  they  won’t  let  us  help 
them,”  Wolfe  says. 


POWERFUL  STORYTELLING 
RE([UIRES  POLISHED  SKILLS 
HAVE  YOU  BRUSHED  up  lately? 
BEEN  TO  POYNTER? 


Newspaper  Reporting,  Writing  &  Editing 

August  18-23  or  October  6-11,  2002 
Application  Deadline:  June  21  or  August  9,  2002 

Newspaper  reporters  and  copy  editors  will  focus  on  the  skills  that 
support  powerful  reporting  and  writing  and  effective  editing.  You’ll 
learn  practical  approaches  and  successful  methods  that  you  can 
take  back  to  the  newsroom  with  special  emphasis  on  storytelling 
and  deadline  writing.  You’ll  learn  a  process  for  ethical  decision¬ 
making  and  get  tips  for  enhancing  your  coaching  skills. 


Poynter. 

EVERYTHING  YOU  NEED  TO  BE  A  BEHER  JOURNALIST 

www.poynter.org 
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March  was  the  best  this  millennium,  the  EaP!  \  this  year  versus  four  last  year.  j  5%.  Up  for  the  year  to  date  j  ] 

month  for  news-  Competitive  Media  Reporting  |  Rising  in  March  were  inserts,  |  were  inserts,  3%,  and  national,  j' 

paper  advertising  newspaper  ad  indices  reveal.  |  21%,  and  national,  6%;  falling  j  1%;  dovm  were  retail,  7%,  and  ‘ 

linage  on  a  comparative  basis  in  i  One  reason:  It  had  five  Sundays  I  were  classifieds,  2%,  and  retail,  I  classifieds,  8%.  j 

THE  MARCH  E&P/Cm  NEWSPAPER  ADVERTISING  INDICES 


NATIONAL  ROP  ADVERTISING  INDEX 


RETAIL  ROP  ADVERTISING  INDEX 


I  JAN  FEB  MAR  APR  MAY  JUN  JUL  AUG  SEP  OCT  NOV  DEC 

1  10000  105.51  11010  10349  11049  11200  10424  94.35  10346  113  08  113  90  119  13 


NATIONAL  CATEGORIES 

YTD 

MAR 

National  ROP  Index 

YTD  1%,MAR6% 

Airlines 

-10% 

11% 

Auto  Dealer  Associations 

12% 

17% 

0% 

f  ith  the  Corporate/Office/ 

VV  Other,  Government/Political, 

Banks/Credit  Cards 

-10% 

Computers  &  Software 

-5% 

-18% 

and  Motion  Pictures  categories  all 

Corporate/Office/Other 

52% 

53% 

flexing  their  muscles,  the  National 

Factory  Automotive 

-19% 

6% 

ROP  (Run-of-Press)  Index  showed 

Food  &  Household 

5% 

6% 

strength  in  March,  compared  with 

GovemmenVPolitical 

22% 

47% 

the  same  month  a  year  earlier.  Of  | 

Hotels  &  Resorts 

Insurance 

-11% 

-12% 

1% 

-7% 

4% 

course,  it  didn't  hurt  that  March 

Investments 

-13% 

had  five  Sundays  this  year  and 

Mail  Order 

-10% 

-3% 

four  last  year.  In  any  case,  the 

Motion  Pictures 

13% 

22% 

only  real  bug  in  the  program  for  1 

Travel  &  Tourism 

-5% 

-6% 

the  month  was  the  Computers  &  | 

Utiiities  &  Communications 

2% 

-7% 

Software  category.  j 

JAN  FEB  MAR  APR  MAY  JUN 


RETAIL  CATEGORIES 

YTO  i 

MAR 

Apparel  &  Accessory  Stores  -8%  1  -9% 

Auto  Supply/Rspair 

0%  1 

11% 

Books  &  Stationery  Stores 

15%  i 

9% 

BulMii«  Materials 

16%  116% 

Computer  Stores 

-55% 

51% 

Consumer  Electronics 

-12%  j 

12% 

Department  Stores 

-7%  i 

-2% 

Disctiunt  Stores 

-9%  4 

17% 

Drug  Stores 

189%  : 

90% 

Foa<i  Stores 

13% 

Furniture  &  Accessories 

-3% 

Jewelry  Stores 

17%-^ 

13% 

Office  Supply  Stores 

-{)4%  ; 

49% 

Sporting  Goods  Stores 

-3%  t 

-1% 

JULAUG  SEP; OCT  NOV  DEC 

10203  '  122  07  113.21  '  116.11  162.72  178.42 

Retail  ROP  Index 
YTD  -7%,  MAR  -5% 

Even  though  March  had  five 
Sundays  this  year  and  four 
last  year,  the  Retail  ROP  Index 
for  the  month  still  didn’t  pack 
much  of  a  punch  on  a  year-over¬ 
year  basis.  (It  may  take  a  month 
of  Sundays  for  that.)  If  the  index's 
categories  were  prizefighters. 

Drug  Stores  wouid  be  declared 
the  heavyweight  champion  of  the 
world,  and  Computer  Stores  and 
Office  Supply  Stores  each  would 
be  kissing  the  canvas,  hard. 


JJAN  FEB  MAR  APR  MAYJUN  JUL  AUG  SEP  OCT  NOV  DEC 

1  10000  113  12  11447  133.61  12540  110.11  10261  124.02  122.19  113.96  166.82  '  17728 
I  20  0  2  92  73  10608  139  06 


PREPRINTED  INSERT  ADVERTISING  INDEX 


Preprinted  Insert  Index 
YTD  3%,  MAR  21% 

It's  no  big  shock  the  Preprinted  Insert 
Index  was  the  prime  beneficiary, 
among  the  E&P/CMR  ad  indices,  of  the 
extra  Sunday  in  March  this  year  versus 
last  year  —  but  it's  kind  of  a  surprise 
that  this  performance  ied  the  index  into 
positive  territory  for  the  entire  first 
quarter  of  the  year.  For  the  month,  ali 
but  one  category.  Office  Suppiy  Stores, 
registered  iinage  gains. 


INSERT  CATEGORIES 

I  YTD 

MAR 

Building  Materials 

-10% 

21% 

Computer  Stone 

1  10% 

10% 

Consumer  Electronics 

5% 

16% 

Department  Botes 

1  11% 

29% 

Discount  Stores 

■  1% 

30% 

On*  SteM 

43% 

Food  &  Household  (CMO) 

0% 

9% 

Nad  Stone  rn***™™ 

17% 

Furniture  &  Accessories 

-1% 

12% 

Ofltea  Supply  Stone 

1-14% 

-17% 

other  Inserts 

-15% 

16% 

Sporttag  Goode  Stans 

e% 

23% 

DISPLAY  CLASSIFIED  ROP  ADVERTISING  INDEX 


. ]- . -| . i . I . i . I . I . I- . ] . i . I .  Display  Classified  ROP 

Index  YTD -8%,  MAR -2% 

pHM  i  MW  ,  __  ■  though  there  were  five  Sundays 

II  ^B :  ^B I ^B  Hill  Cain  March  year  versus  four  the 
^1  ^B  ^^B  ^^B  ^B'^B^^B^^B^^B  month  last  year,  the  Display  classified 
^  ^^B  ^^B  ^^B  ^^Bi^B  ^^B^^B  ^^B  ^  ^B  index  stlll  recorded  a 

linage  on  a  year-over-year  basis,  with 

JAN  :  FEB  MAR  APR  MAY;JUN  ;JUL  AUG  SEP  lOCT  NOViDEC  the  Recruitment  category  continuing  to 


do  its  best  impression  of  an  anchor. 


CUISSIFIED  CATEGORIES 

YTD 

MAR 

Automotive 

Education 

5% 

-17% 

8% 

-11% 

Other  Display  Classified 

Real  Estate 

Recruitment 

8% 

-13% 

-53% 

9% 

-11% 

-40% 
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rehandling  for  print,  for  the  Web,  or  for 
wireless  channels. 

The  SCMP  was  one  of  three  sites  to  have 
beta-tested  the  Omnex  multichannel 
publishing  system  that  Atex  was  developing 
with  and  for  Londons  Financial  Times. 
Promising  as  it  was,  when  development  fell 
behind  schedule,  the  project  was  aborted  by 
Atex  lE^P,  July  3, 1999,  Dec.  19, 2000). 
The  SCMP  still  runs  a  Jll-based  Atex  edito¬ 
rial  system,  with  Atex  EdPage  pagination. 

Kerr  said  the  SCMP  completed  product 
definition  and  awaits  this  week’s  arrival  of 
CCI  trainers  for  the  core  project  team,  after 
which  the  team  will  complete  the  product 
setup.  User  training  is  to  start  in  October. 

A  progressive  system  rollout  will  start 
with  general  news,  then  business,  features, 
etc.,  until  the  last  section  goes  live  in  June 
of  next  year.  “The  idea  is  to  migrate  produc¬ 
tion  and  pagination  staif  to  the  new  system 
first,  processing  copy  produced  by  reporters 
on  the  old  Atex  system,”  said  Kerr. 
Reporters  will  be  trained  soon  afterward, 
with  the  process  repeated  through  the 
paper  a  section  at  a  time,  allowing  the 
newly  trained  to  almost  immediately  use 
(and  remember)  what  they’ve  learned. 

Web  work  flow  with  “all  bells  and 
whistles  for  future  use”  was  designed  into 
the  base  system,  although  not  all  capabili¬ 
ties  (such  as  letting  editors  produce  stories 
and  headlines  for  paper  and  screen  simulta¬ 
neously)  will  be  exploited  immediately. 

The  operation  relies  on  separate,  but 

co-located,  print  and  Web  staffs. 

;  But  in  the  “news-content  pod” 

a  approach,  the  Web  editor  does  sit 
alongside  the  business,  news, 
foreign,  and  other  editors,  said 
Kerr,  “to  create  a  close  relation¬ 
ship  ...  and  to  enhance  early 
j  transfer  of  ideas  and  content 
.  i  among  them.” 

““  With  the  SCMP's  Web  site 
'  ”  having  its  own  system,  however. 


BY  JIM  ROSENBERG 


HE  FIRST  NEWSPAPER  COMPANIES  TO  VENTURE  INTO 

all-new  media-neutral  publishing  platforms  are  at  it 
One  has  contracted  with  an  established  vendor 


X  again. 

for  its  next-generation  system.  Another  is  expected  to 
announce  as  early  as  this  week  that  it  is  at  work  with  a 
name  new  to  the  industry. 

Hong  Kong’s  English-language  South  China  Morning  Post  reached 
agreement  with  CCI  Europe,  which  has  largely  supplanted  Atex  at 
the  high  end  of  the  editorial  and  pagination  market,  to  implement  a 

system  for  creating,  processing,  and 
delivering  content  destined  for  print 
and  electronic  outlets. 

Joining  new  ad  and  business  soft¬ 
ware  and  additional  pressroom  hard¬ 
ware,  the  NewsDesk  rollout  —  slated 
to  coincide  with  the  SCMP’s  cente- 

will  require  training 


The  South 
China  Morning 
Post  will  change 
over  to  CCI 
NewsDesk  to 
publish  in  print 
and  online. 


nary  next  year 
more  than  200 journalists  working  on  fr 
products  ranging  from  news  to  fea¬ 
tures,  from  a  student  tab  to  a  Sunday  ;  _ 

magazine.  It  is  the  first  East  Asian  site  ? 
to  contract  for  CCI  NewsDesk  Release  | 
6,  and  the  10th  to  order  it  since  the 
version  launched  at  Nexpo  last  year. 

While  most  sites  use  NewsDesk  “to  , 
feed  multiple  media  with  almost-ready- 
to-publish  content,”  CCI  Technical  Ac-  i 
count  Manager  Morten  Schousen  said, 
“some  actually  export  content  to  Web  prod¬ 
ucts  directly  from  NewsDesk  without  any 
intervening  steps  necessary.”  Those  include 
a  Release  6  user  in  England  and  a  daily  in 
Norway.  The  Danish  supplier  developed  a 
prototype  of  what  it  calls  a  “true  content- 
management  platform  and  integration 
architecture”  in  collaboration  with  USA 
Today  and  '^^orw&y’s  Aftenposten  and  with 
periodic  input  from  eight  other  dailies, 
including  six  of  the  United  States’  largest. 

Announcing  SCMP’s  contract.  Managing 


Editor  Colin  Kerr,  who  leads  the  systems 
project,  said  that,  with  publishers  under 
great  economic  pressure,  “tools  used  to  pro¬ 
duce  their  newspapers  and  online  products 
must  achieve  very  aggressive  goals  for  cost 
savings  and  provide  low  long-term 
maintenance  charges.”  CCI  s£iid  round-the- 
clock  access  to  its  engineers  will  provide 
emergency  backup  and  support  for  SCMP. 

CCI’s  system  relies  on  XML  (extensible 
markup  language),  which  enables  use 
of  content  in  any  format,  minimizing 
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(http://www.cartoonresource.coni)  and 
other  online  services  include  Web  sites, 
magazines,  and  other  buyers. 

Artizans  (http://www.artizans.com)  has 
about  40  contributors,  including  more 
than  a  dozen  U.S.  and  Canadian 
political  cartoonists,  11  gag  cartoonists, 
eight  caricaturists,  and  eight  illustrators. 
The  creators  receive  up  to  65%  of 
payments  for  syndicated  material  and 
up  to  75%  for  commissioned  work. 

Much  of  what’s  offered  by  Artizans 
(E^P,  Dec.  11, 1999)  is  “timely  and 
topical,”  said  founder  Malcolm  Mayes, 
an  editorial  cartoonist  for  The  Edmonton 
(Alberta)  Journal.  He  added  that  all 
content  is  screened,  but  “we  don’t  censor 
our  creators.  Editors  are  able  to  find  much 
more  adventurous  material  on  our  site 
than  they  could  Irom  a  typical  syndicate.” 

Another  large  entity  is  ArtistMarket.com 
(http://www.artistmarket.com).  David 
Kahn’s  service  (E^P,  June  21, 1997)  has 
nearly  150  creators  on  its  site,  which  gets 
about  40,000  hits  a  week. 

ArtistMarket  began  offering  columns 
last  year  to  go  along  with  gag  cartoons, 
comics,  political  cartoons,  caricatures, 
puzzles,  and  games.  Creators,  who  get 
50%  of  payments,  also  do  custom  work. 

Kahn  said  ArtistMarket  is  planning 
a  large  promotional  mailing  to  newspaper 
and  magazine  editors  ne.xt  month.  1) 


Cartoon  Resource  now  has  a  presence  online,  where 
competitors  include  Artizans  and  ArtistlVlarket.com 

BY  DAVE  ASTOR 

CARTOONS  ARE  CREATIVE  THINGS,  BUT  SOMETIMES 

numbers  tell  the  story:  6,500, 325, 400. 

The  Cartoon  Resource  (CR)  service  recently 
launched  a  Web  site  that  already  features  6,500 
cartoons  divided  into  more  than  325  categories.  And 
CR  has  had  400  clients  —  about  5%  of  them  newspapers  —  since 
starting  offline  two  years  ago. 

There  are  other  online  cartoon  services,  too.  For  instance,  the 
1999-founded  Artizans  has  nearly  350  customers  —  with  58%  of 

them  newspapers.  And  the  1996-founded  and  business  —  on  through  the  alphabet 


et  cetera 


.KKHOUKCK 


its”  reached  the  1,000-paper 
mark  in  less  than  five  years, 
Mmm  making  it  one  of  the  fastest- 
growing  comics  in  recent  decades.  It  joins 
at  least  15  other  comics  (out  of  225  or  so 
distributed  by  big  syndicates)  with  at  least 
1,000  clients.  Launched  in  1997,  “Zits,” 
which  stars  a  teen  boy,  is  by  Jerry  Scott  and 
Jim  Borgman  of  King  Features  Syndicate.  ... 
Tony  Auth  of  The  Philadelphia  Inquirer  and 
Universal  Press  Syndicate  won  the  Thomas 
Nast  Prize,  awarded  periodically  to  Ameri¬ 
can  and  German  editorial  cartoonists  since 
1978. ...  Religion  News  Service  added 
Holly  Lebowitz  Rossi  as  a  correspondent 
covering  Judaism  and  Islam. ...  The  New 
York  Times  Syndicate  is  distributing  weekly 
commentary  columnist  Beth  Drennan. ... 
United  Media  is  offering  “NextSteps,”  Jan 
Warner  and  Jan  Collins’  weekly  Q-and-A 
column  on  financial,  health,  and  legal 
planning  for  baby  boomers  and  seniors. 


Three  Web  sites  provide  media  customers 
with  many  thousands  of  cartoon  images. 
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An  immodest  proposal 

It  sounds  like  a  grim  fairy  tale,  but  Texas’  2nd 
District  Court  of  Appeals  decided  May  2  that 
satire  can  damage  the 

HE  Wlil)  THjN68  )W  reputations  of  government 
officials.  The  ruling  allows 
Denton  County  Court-at- 
Law  Judge  Darlene  Whitten 
and  District  Attorney  Bruce 
Isaacks  to  continue  their 
libel  suit  against  the  Dallas 
Observer,  an  alternative 
weekly  paper.  Whitten  and 
Isaacks  sued  the  Observer  after  a  1999  satirical 
story  about  a  first-grade  student  being  jailed  for 
doing  a  book  report  on  Maurice  Sendak’s 
Where  the  Wild  Things  Are. 

In  its  decision,  the  court  said,  “If  an 
attempted  satire  or  parody  fails  to  make  :  ^ 
clear  to  its  readers  that  it  is  not  conveying 
actual  facts,  it  may  be  defamatory.” 

Some  First  Amendment  specialists  find  ' 

this  reasoning  troubling.  “What  is  very 
distressing  here  is  not  merely  that  the  ^ 
court  somehow  found  that  [the  story's]  ^ 
obviously  ridiculous  sentences  could  |K 

reasonably  be  understood  as  fact,  but  it 
failed  to  hold  the  plaintiffs  to  the  First 
Amendment  requirement  that  they  prove 
that  the  defendants  intentionally,  or  with  H 

reckless  disregard,  published  statements  {k 

that  readers  would  misread,”  said  Sandra  « 
Baron,  executive  director  of  the  New  York-  wM 
based  Libel  Defense  Resource  Center.  R 

—  Wayne  Robins  R 


THE  BEST  —  AND  REST  —  OF  THE  PRESS 


‘T/?r  one  thing  about  the  press  eorps 
is  they  knoic  a  lot  of  stuff." 

PRESIDENT  BUSH  IN  “THE  WASHINGTON  POST 


Could  it  be  Texas? 


The  wavelet  of  the  future? 


Will  newspapers  emulate  The  Examined  of 
San  Francisco  and  go  to 
tabloid  from  broadsheet  as 
a  possible  “golden  gate” 
to  success? 

Yes,  said  the  head  of  the 
prominent  firm  that  just 
redesigned  the  struggling 
Bay  Area  paper.  “In  20 
years,  I  foresee  that  many 
of  the  traditional  U.S. 
broadsheets  will  be  tabloid 
or  even  smaller,”  Garcia 
Media  CEO  and  President 
Mario  Garcia  told  E&P.  Key  reasons:  Narrower 
web  widths  already  make  papers  more  compact, 
busy  readers  (especially  young  ones)  like  quicker- 
to-peruse  tabloids,  tabs  are  easier  to  handle,  and 
tabs  are  easier  to  put  online.  —  Dave  Astoi 


Photo  of  the  week 


niwier. 


CHRISTOPHER  GLASS,  YORK  (PA.)  DAILY  RECORD 

CHAINED  IN  THE  FRONT  YARD,  THIS  CANINE  HAD  A  DOG  OF  A 

day,  waiting  to  greet  its  owners  when  they  came  home,  only 
to  find,  in  a  flash,  that  there  was  no  more  home  for  them  to 
come  home  to.  Understandably,  the  pooch  was  pleased  to  greet  Lt. 
Mike  Golden  and  the  Airville  fire  department,  especially  after  endur¬ 
ing  the  heat  of  the  fire,  which  firefighters  said  melted  a  plastic  tarp 
on  the  ground  behind  the  dog’s  own  house.  —  Jamie  Santo 
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30  - 


The  Pack  Rat 


For  reasons  of  national  insecurity,  hold  the  press  pass  for  the  FBI 

^  ^  AIRY  TALES  CAN  COME  TRUE,  IT  CAN  HAPPEN  TO 

I  j  ^  you,  if  you’re  young  at  heart  —  or  if  you  are 
William  Safire.”  No,  that  wasn’t  what  songsters 
■  ■  Johnny  Richards  and  Carolyn  Leigh  wrote,  but 

hey,  they  would  have,  if  they  had  seen  Safire’s 
May  20  column  in  The  New  York  Times.  The  man  known  as  one 
of  the  most  cynical  of  Washington  pundits  produced  a  stunning 
homage  to  the  FBI  that  seemed  so  out  of  character  for  the 
normally  suspicious  Safire  that  I  called  his  office  to  ask  what  was 
happening.  He  had  no  comment. 

However,  my  concern  isn’t  just  about  Safire’s  perception,  but 

wrote  that  if  the  CIA  had  told  the  FBI 


about  Washington  reporters  and  book 
writers  who  have  been  suckered  into 
praising  the  FBI  over  the  years.  Many  of 
them  defended  the  bureau  after  the  Sept. 
11  disaster.  In  fact,  The  Washington  Post 
produced  a  puff  piece  the  size 
of  Iowa  on  the  FBI’s  official 
tip-keeper  and  his  difficult  job. 

It’s  a  Washington  disease: 

To  cover  the  FBI,  you  have  to 
be  trusted  by  the  FBI,  so,  for 
the  most  part,  reporters  don’t 
want  to  bite  the  hand  that 
feeds  them.  A  few  reporters 
are  now  showing  their  fangs 
and  growling,  but  the  major 
papers  that  have  impact  on 
Capitol  Hill  —  The  Wall  Street  Journal, 
The  New  York  Times,  the  Los  Angeles 
Times,  The  Washington  Post  —  all  need 
to  exercise  much  more  skepticism  about 
the  FBI.  And  skepticism,  I  thought,  was 
Bill  Safire’s  stock-in-trade. 

Last  week,  Safire  discussed  the 
now-infamous  “Phoenix  FBI  memo”  of 
July  2001  about  Muslims  with  al-Qaida 
connections  in  American  flight  schools. 
But  in  explaining  what  did  —  or,  rather, 
did  not  happen  to  that  memo  —  Safire 


that  the  president  was  interested  in 
al-Qaida  threats,  “every  FBI  field  office 
would  have  been  instantly  alerted  and 
recent  files  searched;  the  troubling  memo 
would  have  rocketed  up  the 
chain  and  hit  the  president’s 
desk  the  next  morning.”  Yes, 
the  same  morning  that  I 
would  have  woken  up  tall 
and  blond. 

At  least  Safire  covered 
himself  later  with  the  line: 
“Fingerpoint  away  at  the 
entire  national  intelligence 
flop.”  But  we  can’t  do  that 
yet,  Mr.  Safire.  The  House 
and  Senate  Intelligence  Committees 
were  supposed  to  begin  their  investiga¬ 
tions  of  the  Sept.  11  warning  pattern 
months  ago.  Does  any  reporter  with 
serious  experience  covering  the  FBI  and 
CIA  really  think  it’s  just  politicos  stalling 
the  investigation? 

If  you  want  to  understand  the  FBI,  read 
“Lost  in  Translation:  The  Tale  of  the  Tiny 
Tape,”  from  The  Washington  Post  on 
April  14  —  that  will  keep  you  awake.  Or 
let  me  tell  you  about  a  real-estate  agent  in 


San  Diego  who,  at  the  suggestion  of  a 
police  officer  I  know,  called  the  FBI  in  I 

mid-August  to  report  Arabs  in  his  office 
building  whose  suite  contained  piles  of 
hate  literature  and  posters  exhorting 
believers  to  kill  Americans  and  Jews.  San 
Diego  was  home  to  some  of  the  hijackers.  | 
The  FBI  rep  answering  the  terrorist  I ! 

“hotline”  asked  the  tipster,  “What  do  j 

you  want  us  to  do  about  it?  Call  back  if  j 
something  bad  happens.”  The  real-estate 
agent  did  —  after  Sept.  11.  This  time,  an  I 
FBI  agent  was  on  his  doorstep  in  hours. 

What  worried  the  bureau  agent  most?  i 

He  wanted  the  tipster  to  promise  that  he 
wouldn’t  let  anyone  in  the  media  know  — 
it  could  be  embarrassing. 

Here’s  another  one.  On  Sept.  24,  after 
certain  information  appeared  in  the  Post, 
an  FBI  agent  I  know  was  called  about  a 
local  police  file  containing  information  | 

gathered  during  a  Washington-area  I 

drug  raid  a  few  years  earlier.  That  raid 
uncovered  several  illegal  aliens  from  a 
nation  that  we  now  know  was  a  training  | 
ground  for  al-Qaida.  The  police  took  the  | 
mens’  photos,  got  as  much  ID  as  possible,  j  i 
and  made  notes  of  their  involvement  in  | 
attacking  Americans  in  North  Africa,  i 

which  they  bragged  about.  The  FBI 
agent  said  someone  would  be  sent  over 
to  get  copies  of  the  police  file,  since  I 

the  men  were  likely  to  still  be  in  the 
area  and  “probably”  aware  of  at  least  two 
of  the  hijackers. 

Six  weeks  later,  the  police  were  still 
waiting  for  the  FBI  to  come  for  the  file. 

The  bureau  agent  I  know  finally  told  me  | 
that  she  couldn’t  get  anyone  from  the  FBI 
to  get  the  file  because  “you  know  what  it’s 
like  here  —  our  guys  think  that  if  they 
didn’t  come  up  with  the  lead  themselves, 
they  ignore  it.”  It  took  the  intervention  of 
a  federal  prosecutor  to  finally  retrieve  the 
file  in  November.  The  prosecutor  recently 
said  that  at  least  one  of  the  men  in  the 
file  appeared  to  have  strong  al-Qaida 
connections  in  the  Washington  area.  And  I 
he  wished  he’d  seen  the  file  in  September,  I 
before  everyone  went  underground.  I 

They’re  little  dots,  but  it’s  a  big  pattern.  j  j 
Reporters  and  columnists  may  not  want  j 
to  rile  the  FBI,  which  is  difficult  to  deal  I 
with  on  its  best  days.  But  the  Washington  I 
pack  needs  to  really  start  covering  the  FBI  j  [ 
and  stop  covering  for  it.  ®  [ 
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motors  also  mean  lower  operating  and  maintenance  costs,  as  well  as  reduced  noise  levels. 

And  like  all  TKS  presses,  the  ColorTop  7000CDH  has  the  bearer  to  bearer  design  you  need 
for  precision  printing  and  machine  longevity. 

To  find  out  more  about  the  press  that  prints  faster  and  lasts  longer,  see  our  website 
or  talk  to  one  of  our  sales  professionals  today. 
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